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Eastern  Massachusetts  is  a  region  valued  for  its  history,  respected 
for  its  innovation,  and  celebrated  for  its  rich  cultural  and  intellectual 
diversity.  It's  only  fitting,  then,  that  these  vibrant  communities  -  from 
the  tip  of  Cape  Cod  to  the  New  Hampshire  border  -  are  served  by 
Community  Newspaper  Company,  a  multi-media  powerhouse  with 
its  own  rich  history  and  diverse  publishing  vehicles.  With  a  mission  to 
meet  the  ever-changing  needs  of  its  readers.  Community  Newspaper 
Company  is  continually  innovating  with  such  exciting  products  as  the 
popular  townonline.com  web  site  and  the  MetroWest  Daily  News, 
a  breakthrough  new  daily  serving  Boston's  booming  western  suburbs. 
Whether  in  print  or  in  cyberspace.  Community  Newspaper  Company  is  the 
gateway  to  Eastern  Massachusetts  and  a  powerful  multi-media  presence 
in  this  thriving  market.  For  more  information  regarding  Community 
Newspaper  Company,  please  contaa  Robin  Lorenzen  at  781.433.6728. 
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Abmgtott/Rockland  Mariner 
Abir^gton/Rockland  Pennysaver 
Allstorr/Brighton  TAB 
Amesbury  News 
Arlington  Advocate 
Ashland  TAB 

Barnstable/Hyannis  Pennysaver 
Beverly  Citizen 
The  Beacon 
The  Beacon-Villager 
Bedtord  Minuteman 
Belmont  Citizen-Herald  . 
Bentley  Calendar 


Billerica  Minuteman 
Boston  TAB 

Bourne/Buzzards  Bay  Pennysaver 
Bourne  Courier 
Braintree  Forum 

Bridgewater/W.Bridge.Pennysavet 
Brookline  TAB 
Burlington  Union 
Cambridge  Chronicle 
Cambridge  TAB 
Canton  Journal 
The  Cape  Codder 
Chelmsford  Independent 


Cohasset  Mariner 
The  Concord  Journal 
Country  Gazette 
Daily  Transcript 
Danvers  Herald 
Dennis  Pennysaver 
Dover  TAB 
Duxbury  Mariner 
Easton  Journal 

E.Bridgewater/Whitman  Pennysaver 
Falmouth  Pennysaver 
Framingham  TAB 
Georgetown  Record 


Hamilton/Wenham  Chronicle 
Hanover  Mariner 
Hansconian 

Hanson/Halifax  Pennysaver 
Harwich/Brewster  Pennysaver 
Harwich  Oracle 
The  Hingham  Journal 
Holbrook  Sun 
Holliston  TAB 
Hopkinton  Crier 
Hudson  Sun 
Ipswich  Chronicle 
Kingston  Mariner 


Lakeviiie/Middleboro  Pennysaver 
Lexington  Minuteman 
Lincoln  Journal 
Littleton  Independent 
Lynn  Sunday  Post 
Malden  Observer 
Mansfield  News 
Marblehead  Reporter 
Marlborough  Enterprise 
Marshfield  Mariner  * 

Mashpee/Cotuil  Pennysaver 
Mashpee  Messenger 


Medford  Transcript 
Melrose  Free  Pr«s 
MetroWest  Daily  News 
Merrimack  Valley  Sunday 
Milford  Daily  News 
Natick  TAB 
Needham  TAB 
News  Tribune 
Newton  TAB 
Northborough  Profile 
North  Andover  Citizen 
North  Shore  Sunday 
N.Weymouth/E  Wey.Pennysa . 
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Extraordinary  Coverage  by  any  measure,  Community  Newspaper 
Company  is  a  major  force  in  the  Greater  Boston  Market.  We’re  the 
world's  largest  weekly  ABC  audit  member,  with  113  daily 
and  weekly  publications  and  a  readership  of  1.4  million.* 

■i 

‘Source:  GaBup  Media  Usage  Study  Greater  Boston  Market,  Copyright  1998.  The  Gallup  Organaation. 
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Norton  Mirror 
Norwell  Marmer 
Parkway  Transcript 
Pembroke  Mariner 
Pl^nouth  North  Pennysaver 
Plymoudt  South  Pennysaver 
TT«  Reading  Advocate 
The  Register 
Sandwich  Broadsider 
Sarx^ich/Sagamore  Pennysaver 
Saugus  Advertiser 
Scituate  Mariner 
Sharon  Advocate 


Sherborn  TAB 
Somerville  Journal 
Southborough  Villager 
iWeymouth/Wey.  Pennysaver 
Ston^m  Sun 
Stoughton  Journal 
Sudbury  Town  Cner  &  TAB 
Swampscott  Reporter 
Tewksbury  Adv^iser 
Tri-Town  Trartsaipt 
Wakefield  Observer 
Wareham/Marion  Pennysaver 
Watertown  TAB  &  Press 


Wayland  Town  Cnei  &  TAB 
Wellesley  Townsman 
Westford  Eagle 
Weston  Town  Crier  &  TAB 
West  Roxbury  Transcript 
Weymouth  News 
Wilmington  Advertiser 
Winchester  Star 
Woburn  Advocate 
Yarmouth  Pennysaver 
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The  1998  EPpy  Award 
Winner  is  an  information  resource,  with  cover¬ 
age  of  more  than  200  communities  through¬ 
out  Eastern  Massachusetts. 

Ninety  weekly 

papers  that  deliver  quality  hometown  news  to 
active  and  involved  readers  in  the  most  affluent 
towns  in  Eastern  Massachusetts. 

Our  four  daily  papers -MetroWest 
Daily  News,  Daily  Transcript,  News  Tribune,  and 
Milford  Daily  News-have  thousands  of  loyal 
readers  who  turn  to  these  publications.  The 
MetroWest  Daily  News,  sen/ing  Boston's  fast¬ 
growing  western  suburbs,  debuts  October  19. 
This  dynamic  new  paper  will  set  the  standard 
for  local  journalism  in  Eastern  Massachusetts. 

Community  News¬ 
paper  Company's  niche  products  are  tailored 
to  in-demand,  hard-to-reach  consumers. 

19  Community  Newspaper 
Company  Shoppers  reach  100%  of  the  house¬ 
holds  in  their  respective  markets. 
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At  the  core  of  every  successful 
network  is  a  power  source.  A  tech¬ 
nology  that  provides  the  networks 
clients  with  the  ability  to  efficiently 
manage  all  critical  aspects  of  their 
advertising  investment. 

A  power  source  like  Publicitas 
Advertising  Services. 

Using  the  powerful  functionality 
of  its  proprietary  SAP  technology, 
Publicitas  enables  advertisers  and  their 
agencies  precise  control  over  the 
complete  spectrum  of  the  newspaper 
insertion  process  -  ranging  from 
materials  handling  to  insertion  pro¬ 
cessing,  verification  and  reporting. 

Publicitas.  The  power  source  at 
the  core  of  todays  most  successful 
networks. 

If  you  would  like 
more  information 
about  how  Publicitas 
can  energize  your 

Barbara  L.  Krasne 

newspaper  advertising 
programs,  please  call  me  -  Barbara 
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10-12  American  Copy  Editors  Society  Annual  ' 
Convention,  Marriott,  Portland,  Ore. 

10- 12  Society  of  News  Design  Workshop  and 
Exhibition,  Philadelphia  Marriott,  Philadelphia 

11- 12  Pew  Center  for  Civic  Journalism,  Seminar  ! 
on  Social  Security,  Grand  Hyatt,  Washington,  D.C. 

11-13  Religion  Newswriters  Association  Annual  Meeting,  Sheraton 
Colony  Square  Hotel,  Atlanta  ' 

17-19  Annual  Mid- America  Newspaper  Conference,  Lake  of  the  Ozarks  i 
Holiday  Inn,  Lake  Ozark,  Mo. 

17-19  Independent  Free  Papers  of  America  Fall  Conference.  St.  Louis  i 
Airport  Marriott,  St.  Louis  J 

17-19  MDDC  Press  Association  Annual  Convention  Harbourtowne.  [ 
St.  Michaels,  Md.  ' 

17-20  New  England  Newspaper  Operations  A.ssociation  Annual  ' 

Conference,  Marriott,  Portland.  Maine 

17-20  Western  Classified  Advertising  Conference,  Cheyenne  Mountain  ' 
Conference  Resort.  Colorado  Springs,  Colo.  j 

23-25  America  West  '98,  John  Ascuaga's  Nugget,  Reno,  Nev. 

23-26  National  Conference  of  Editorial  Writers  Annual  Convention. 
Chateau  Laurier,  Ottawa.  Canada 

23- 27  Suburban  Newspapers  of  America  Fall  Publishers/Retail  Ad 
Managers  Meeting,  J.W.  Marriott,  Washington,  D.C. 

24- 26  National  Newspaper  Association  Convention  and  Trade  Show, 

The  Nugget,  Reno,  Nev.  , 

30  Newspaper  Features  Council  Meeting.  Ritz-Carlton  Kansas  City, 
Kansas  City,  Mo. 

30-3  American  Association  of  Sunday  and  Feature  Editors  Annual 
Convention.  Ritz-Carlton  Kansas  City,  Kansas  City,  Mo. 


5-7  Editor  &  Publisher  Online  Classifieds 

Industry  Symposium.  Adam's  Mark  Hotel,  St.  I 

Louis  I 

8-11  Society  of  Environmental  Journalists 

Annual  Conference,  Chattanooga.  Tenn. 

14-17  Associated  Press  Managing  Editors  Annual  i 

Conference,  Disneyland  Hotel.  Anaheim.  Calif  i 

19- 22  Advertising  Media  Credit  Executive  Association  International. 
Tropicana  Hotel,  Las  Vegas 

20- 22  International  Newspaper  Group  Conference.  Marriott  Bi.scayne 
Bay  Hotel,  Miami 

22-24  Society  of  Professional  Journalists  National  Convention.  Sheraton 
Universal  City/Universal  City  Hilton  &  Towers.  Los  Angeles 

26- 28  American  Association  of  Independent  News  Distributors  Fall 
Conference.  Golden  Nugget  Hotel.  Las  Vegas 

27- 2  1998  Society  of  American  Travel  Writers  Convention.  Hyatt 

Regency  Hotel.  Jerusalem.  Israel 

28- 30  New  England  Newspaper  Association  Annual  Fall  Convention, 
Killington  Grand  Hotel.  Killington.  Vt. 

29- 1  Associated  Collegiate  Press/National  Scholastic  Press  Association 

National  Convention,  Hyatt,  Kansas  City,  Mo.  \ 
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White  House  sex 
report  URLs 

As  Congress  prepared  to  release  the 
text  of  Kenneth  Starr’s  White  House  sex 
scandal  report  onto  the  Internet  Friday, 
FACSNET,  the  journalists’  resource  cen¬ 
ter,  mounted  an  online  directory  to  those 
and  other  report-related  URLs. 
FACSNET  is  located  at  www.facsnet.org. 

The  FACSNET  resource  includes  links 
to  the  two  government  sites  onto  which 
the  text  was  to  be  released  and  an  assort¬ 
ment  of  other  sites  providing  in-depth 
information  and  background  about 
impeachment.  These  range  from  an 
Emory  University  Web  site  that  contains 
the  full  text  of  the  U.S.  Constitution  to  a 
Cornell  University  Law  School  site. 

In  issuing  the  controversial  report 
directly  onto  the  Internet,  Congress  is 
bypassing  the  media  channels  that  have 
traditionally  been  the  conduit  for  getting 
such  information  to  the  public  —  making 
the  report  historic  in  a  number  of  ways 
that  E&P  will  explore  in  its  next  issue. 


Gates’  split 
allegiance 

Freedom  of  the  press  depends  on  which 
side  of  the  pen  you’re  on.  As  Microsoft 
chief  and  co-owner  of  MSNBC,  Bill 
Gates  employs  reporters  whose  Job  is  to 
ferret  out  information.  But  as  a  party  in 
the  U.S.  government’s  antitrust  suit 
against  Microsoft,  Gates  is  attempting  to 
suppress  information. 

Lawyers  for  Microsoft  argued  in  late 
August  that  Gates’  depositions  in  the  land¬ 
mark  antitrust  case,  charging  the  behe¬ 
moth  with  restraint  of  trade,  should  be 
kept  secret. 

Though  an  85 -year-old  federal  statute 
requires  depositions  in  federal  antitrust 
matters  be  conducted  “as  freely  as  are  tri¬ 
als  in  open  court,”  Microsoft’s  attorneys 
have  argued  that  the  rule  for  public  dis¬ 
closure  should  not  apply  to  depositions 
from  Gates  and  other  Microsoft  execu¬ 
tives. 

On  this  issue,  the  billionaire  has  an  odd 
ally:  the  U.S.  government.  That’s  right. 


The  Bahami  Herald? 


It’s  two,  two  papers  in  one.  When 
readers  open  the  Nassau  Daily 
Tribune  in  the  Bahamas,  they  also  get 
the  Miami  Herald. 

Launched  Aug.  25,  readers  of  the 
12.000-circulation  Tribune  now  get  a 
combo  paper.  Inside,  a  second  front 
news  section  and  sports  section  come 
from  the  Herald,  which  is  mentioned 
in  the  Page  One  nameplate.  The 
Tribune  continues  to  provide  local  cov¬ 
erage. 

“The  Bahamas  is  regarded  as  East 
Miami,”  explained  Tribune  sales  direc¬ 
tor  Robert  Carron.  “The  most  important 


page  in  the  paper  is  actually  the 
Florida  lottery  and  horse-racing 
results.”  He  said  the  arrangement  to  run 
the  Herald's  U.S.  news  allows  the 
Tribune  to  concentrate  resources  on 
local  coverage. 

The  deal  calls  for  the  Tribune  to 
begin  delivering  the  Herald  on  Sunday 
—  giving  the  Miami  paper  a  lock  on  the 
market,  since  blue  laws  bar  Bahamian 
papers  from  printing  on  Sunday. 

The  decision  for  a  Joint  Bahamian 
paper  marks  a  step  in  the  Herald's  new 
international  strategy. 

It  canceled  its  old  international  edi¬ 
tion  and  now  markets 
itself  directly  to  foreign 
publishers.  The  Tribune 
was  ready  to  cancel  dis¬ 
tribution  of  the  interna¬ 
tional  Herald,  Carron 
said,  because  it  concen¬ 
trated  on  Latin  America 
instead  of  the  Florida 
and  U.S.  news 
Bahamians  craved. 

“This  couldn’t  be 
better,”  Carron  said  of 
the  new  arrangement. 

—  Robert  Neuwirth 


19The  Tribune 


lintiisy  crewinn  sM 


i  The  U.S.  Department  of  Justice  —  the  very 
agency  suing  him  —  is  urging  Congress  to 
repeal  the  1913  law  requiring  public  depo¬ 
sitions. 

So  far,  in  response  to  arguments  from 
Reuters,  the  New  York  Times  and  other 
media  outlets,  U.S.  District  Judge 
Thomas  Penfield  Jackson  in  Washington, 
D.C.,  has  reluctantly  ordered  depositions 
to  be  open  —  to  the  press  and  the  public. 

Somebody  give 
this  kid  a  job 

After  the  recent  litany  of  Journalistic 
lapses,  how’s  this  for  good  news  about  the 
profession:  Deni  Allen,  22,  the  University 
of  Missouri  journalism  grad  who  cap¬ 
tured  Mark  McGwire’s  60th  home  run 
ball,  promptly  returned  it  to  the  St.  Louis 
Cardinals  slugger. 

“I  believe  it’s  his  ball,”  Allen  said  dur¬ 
ing  a  news  conference.  “And  I  think  that’s 
the  only  thing  to  do  for  baseball  right 
now.  I  think  that  is  right.” 

And  how’s  this  for  proving  that  hon¬ 
esty  is  the  best  policy  —  even  in  Journal¬ 
ism:  Allen,  who  graduated  in  May  and 
works  in  PR  for  the  St.  Louis  Rams  foot¬ 
ball  team,  didn’t  go  away  empty-handed. 
The  Cardinals  granted  his  wish  to  take 
batting  practice  with  the  team  and  gave 
him  two  1999  season  tickets. 

Evansville  Press 
to  shut  down 

After  92  years  of  printing  afternoon 
editions,  the  Evansville  (Ind.)  Press  will 
cease  publication  New  Year’s  Eve. 

Publisher  Robert  Hartmann  of 
Hartmann  Publications  made  the 
announcement  Thursday  at  a  meeting  of 
the  newspaper’s  staff,  according  to  the 
Associated  Press. 

“This  is  a  sad  day  for  all  of  us  at  the 
Press  and,  I  think,  for  many  in  the  com¬ 
munity,”  said  Bill  Jackson,  editor  of  the 
Press. 

The  move  had  been  anticipated  since 
1993  when  E.W.  Scripps  Co.,  the  owner 
of  the  Evansville  Courier,  announced 
that  it  would  not  extend  the  Joint 
operating  agreement  between  the  two 
papers. 

Circulation  is  currently  about  22,000, 

I  compared  with  the  Courier's  62,000.  The 
Courier  will  become  the  Evansville 
Courier  and  Press  beginning  Jan.  1 .  HI 
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Wants  Newspaper 
Contest  Coordinators 

YC  ’99/Wales  &  England-April  7-15,  1999 

Seeking  creative,  energetic  representatives  of 
PARADE  and  react  distributing  newspapers  to 
coordinate  local  youth  carrier  and  Newspaper 
In  Education  contests  that  will  reward  outstand¬ 
ing  young  people— between  the  ages  of  1 2  and 
18— with  the  Young  Columbus  ’99  cultural  and 
educational  “adventure  of  a  lifetime”  in  Wales 
and  England. 

Candidates  will  design  contests  that  connect 
the  newspaper  with  young  people. ..screen  all 
finalists  based  on  essays  or  projects,  teacher 
or  customer  recommendations,  and  personal 
interviews. ..and  select  bright,  responsible, 
enthusiastic  YC  '99  winners. 

YC  ’99  winners  will  explore  Cardiff,  Rhondda, 
Stratford-upon-Avon,  Oxford  and  London  as 
young  ambassadors  of  the  United  States.  And 
YC  ’99  newspaper  contest  coordinators  will 
have  a  positive  impact  on  the  lives  of  young 
people. ..who  will  return  to  their  communities 
with  a  better  understanding  of  themselves  and 
the  world. 

ONLY  THE  ADVENTUROUS 
NEED  APPLY. 

Contact  Liz  Manigan,  VP/Promotion  Director, 
Newspaper  Reiations  @  212-450-7058. 
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‘New’  E&p  Threats  to  papers  in 
premieres  the  21  St  century: 


an  exec  overview 

A  top  problem:  newspapers’  own  arrogance 


Editor  &  Publisher's  new  approach 
and  redesign  were  unveiled  at  the 
Newseum/NY  as  part  of  preview 
events  drawing  together  industry  execu¬ 
tives  from  across  the  nation. 

“We’ve  been  planning  these  changes  in 
the  magazine  for  nearly  a  year,”  said  Colin 
Phillips,  who  serves  as  one  of  two  E&P 
publishers  along  with  his  brother 
Christopher.  "This  is  just  the  final  step  in 
moves  to  make  E&P  as  current  as  possi¬ 
ble.  You  may  have  already  noticed  over 
the  past  six  months  that  we’ve  become 
substantially  more  timely  and  aggressive 
in  our  news  presentations.” 

Chris  Phillips  added:  “As  the  only  news 
weekly  for  the  newspaper  industry,  our 
emphasis  increasingly  will  focus  on  bold¬ 
ly  headlining  what  happens  in  the  busi¬ 
ness  and  editorial  sides  of  our  industry 
each  week.  While  there  are  quarterlies, 
monthlies  and  bimonthlies  out  there  trying 
to  cover  the  newspaper  industry,  E&P 
remains  as  the  sole  source  for  breaking 
news  coverage.  We’re  still  one  of  a  kind, 
and  we  intend  to  make  that  even  more 
apparent  as  we  move  to  the  2 1  st  century.” 

James  Robison,  E&P's  editor  and 
senior  vice  president/news,  said: 
"Timeliness  is  our  No.  1  asset  and  oppor¬ 
tunity  for  serving  the  industry.  We  intend 
to  take  advantage  of  that  opportunity  more 
than  ever. 

"But  analysis  and  trend-spotting  will 
have  an  equal  place  in  our  mix,  with  a  spe¬ 
cial  report  highlighted  each  week  as 
E&P's  ‘cover  story,’”  he  noted. 

As  a  result,  he  said,  news  headlines  will 
now  fill  the  cover  space  where  ads  have 
appeared  for  nearly  eight  decades. 

While  advertisers  will  no  longer  be  able 
to  buy  the  cover,  they  will  have  a  special 
option  to  purchase  inside-front-cover  posi¬ 
tions  in  conjunction  with  a  comer  tab  on 
the  cover  alerting  readers  to  their  inside  ad. 

Dennis  O’Neill,  vice  president/sales 
and  advertising,  said  that  new  advertising 
options  will  accompany  the  redesign, 
including  greater  availability  and  cost- 
efficient  uses  of  color  plus  possibilities  for 
targeting  specific  audiences.  For  example, 
O’Neill  said,  5,000  copies  of  the  premiere 
issue  of  the  redesigned  E&P  will  be  dis¬ 
tributed  with  Advertising  Age’s  Sept.  28 
edition. 


As  newspapers  enter  the  next  mil¬ 
lennium,  the  biggest  threat  to  their 
continued  domination  comes  not 
from  other  media  —  but  from  themselves, 
several  of  the  industry’s  top  leaders  told 
an  Editor  &  Publisher  symposium  in  New 
York  City  Sept.  10. 

The  symposium  marked  the  launch  of 
the  redesigned  Editor  &  Publisher  maga¬ 
zine  and  took  a  broad  look  at  the  future  of 
newspapers  in  a 
rapidly  changing 
media  landscape. 

“Biggest  threat? 
Arrogance  and 
self-indulgence,” 
Stuart  Garner, 
president  and  CEO 
of  Thomson 
Newspapers, 
declared  during  the 
panel  discussion  at 
the  Freedom 
Forum’s  Newseum/ 
NY. 

“I  think  the 
biggest  threat  is 
arrogance  —  and 
the  blinders  so 
many  of  us  in  the 
newspaper  industry  have  that’s  convinced 
us  that  because  so  many  of  us  believe  in 
newspapers  and  love  them  that  they  have  a 
God-given  right  to  survive,”  Miami 
Herald  publisher  Alberto  Ibarguen  added. 

In  fact,  though,  every  executive  at  the 
symposium,  including  Garner  and 
Ibarguen,  declared  that  newspapers  would 
not  only  survive  in  the  future,  they  would 
remain  the  leading  medium. 

“I’m  not  worried  at  all  about  whether 
we  lose  our  role  as  a  deliverer  of  informa¬ 
tion  or  that  anything  will  diminish  at  all 
our  role  in  the  community  or  the 
American  way  of  life  —  I  think  that’s  an 
assured  franchise,”  said  Frank  A.  Bennack 
Jr.,  president  and  CEO  of  Hearst  Corp.  “I 
don’t  think  anybody  does  it  better  than 


newspapers,  and  I  don’t  see  the  day  when 
anyone  else  is  ever  going  to  do  a  better 
job.” 

Nevertheless,  Bennack  and  others 
argued,  the  rapidly  changing  media  envi¬ 
ronment  is  already  forcing  some  dramatic 
changes  on  newspapers. 

For  one  thing,  the  advertising  revenue 
base  is  under  attack  from  new  media  — 
and  old  media  that  are  targeting  the  best 
newspaper  advertising  customers.  To 
compensate  for  the  inevitable  loss  of  mar¬ 
ket  share,  newspapers  will  have  to  look 
toward  their  readers,  Bennack  said. 

“I’m  not  going  to  predict  the  $5  news¬ 
paper  —  but  I  do  think  the  $  1  or  $2  news¬ 
paper  is  a  viable  proposition,”  Bennack 
said.  “The  old  formula  of  85%  revenue 
from  advertising  and  15%  from  circula¬ 
tion  ...  is  over.” 

Also  over  is  circulation  itself,  which 
these  newspaper  industry  leaders  speak  of 
mostly  in  the  past  tense. 

Readership  will  take  on  even  more 
importance  as  newspapers  increasingly 
sell  their  audience  —  and  not  simply  the 
number  of  copies  they  are  delivering  to 
front  porches. 

Readership  for  the  foreseeable  future 
will  be  both  the  biggest  threat  and  oppor¬ 
tunity  to  newspapers,  says  William  R. 
Burleigh,  president  and  CEO  of  E.W. 
Scripps  Co. 

And  the  key  to  growing  readership, 
Burleigh  argued,  is  good  journalism. 

This  summer’s  “embarrassing,  high- 
profile  lapses  in  editorial  judgment  should 
serve  as  poignant  wake-up  calls  to  those 
who  flirt  with  the  hybrid  notion  that  infor¬ 
mation  and  entertainment  not  only  mix, 
but  are  the  most  marketable  potion  for  the 
millennium.” 

“Nothing  could  be  further  from  the 
truth,”  Burleigh  said.  “We’re  still  the 
news  business,  where  success  results  from 
the  ethical  gathering  and  dissemination  of 
information  —  not  the  ability  to  shock, 
disgust  or  titillate.” 


Panelist  and 
Miami  Herald 
publisher  Alberto 
Ibarguen 
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Panelists  at  the  E&P  symposium  at  the  Newseum’s  New  York  branch:  (left  to  right) 
E.W.  Scripps  CEO  William  Burleigh,  Hearst  CEO  Frank  Bennack  Jr.,  Miami  Herald 
publisher  Alberto  Ibarguen,  Journal  Register  CEO  Robert  Jelenic,  Thomson 
Newspapers  CEO  Stuart  Garner,  Press-Enterprise  CEO  Marcia  McQuern 


Just  as  bad  as  the  ethical  lapses, 
Burleigh  said,  is  the  timidity  of  too  many 
papers. 

“One  of  the  sad  byproducts  of  our  times 
has  been,  in  my  view,  a  reluctance  of  too 
many  newspapers  to  dare  to  be  great,” 
Burleigh  said.  “To  take  but  one  example; 
the  nation’s  editorial  pages.  To  be  sure, 
there  are  those  that  dare  to  stand  their 
ground  and  seek  to  lead  through  inspiring 
example.  But  aren't  they  vastly  outnum¬ 
bered  by  those  that  seem  to  embrace  the 


safe,  passive  course  and  would  much  pre¬ 
fer  to  be  politically  correct  than  morally 
courageous?  How  many  newspapers 
remain  willing  to  become  lightening  rods 
in  their  communities  —  unafraid  to  raise 
new  ideas  and  champion  causes?" 

Similarly,  Marcia  McQuem,  president 
and  CEO  of  Press-Enterprise  Co.,  argued 
that  newspapering’s  future  depends  on  the 
quality  of  its  journalism. 

“That  is  the  soul  of  our  industry,”  said 
McQuem,  who  is  also  editor  and  publish- 


NbWb 


er  of  the  Riverside,  Calif.,  Press- 
Enterprise.  But  too  often,  she  said,  jour¬ 
nalists  these  days  are  editorializing  in 
news  articles,  relying  on  focus  groups  for 
their  news  judgment  —  and  living  lives 
separate  from  their  readers. 

Newspapers  in  the  new  millennium  will 
face  a  changing  corporate  structure,  too, 
industry  leaders  suggest. 

Journal  Register  Co.  chairman,  presi¬ 
dent  and  CEO  Robert  M.  Jelenic,  for 
instance,  predicted  that  within  a  decade  15 
corporations  will  own  virtually  all  the 
nation’s  daily  newspapers. 

And  he  further  predicted  those  corpora¬ 
tions  would  be  imitating  Journal  Register 
Co.  and  Thomson  Newspapers  by  cluster¬ 
ing  their  properties  regionally.  The  bene¬ 
fits  of  clustering’s  economics  —  efficient¬ 
ly  sharing  machinery  and  human 
resources  —  actually  work,  Jelenic  said. 
And  they  do  one  more  thing;  They  actual¬ 
ly  improve  quality. 

“Journal  Register  Co.  has  dramatically 
improved  news  coverage  —  immediately,” 
he  said.  “And  that  is  true  not  only  for  fam¬ 
ily-owned  newspapers  we  buy,  but  .  .  . 
it  happened  on  a  paper  we  took  over 
from  Gannett  .  .  .  and  Gannett  is  one  of 
see  Threats  on  page  79 


Adults  eclipse  kids 
in  carrier  ferce 


The  ‘little  merchant’  tossing 
newspapers  from  bike  to 
doorstep  is  slowly  fading 
into  history  —  replaced  by 
grown-ups  in  cars. 

by  Robert  Neuwirth 

For  the  first  time,  adult  newspaper 
carriers  now  outnumber  youth  car¬ 
riers  —  or  “little  merchants.” 
According  to  the  Newspaper  Associa¬ 
tion  of  America,  207,746  adults  deliver 
our  nation’s  daily  papers,  compared  with 
198,642  teenage  carriers.  And  the  next 
NAA  survey  is  expected  to  show  fewer 
kids  still  —  in  keeping  with  a  long  growth 
in  the  number  of  adult  carriers. 

“Paperboys?  I  remember  them,  once 


upon  a  time,”  said  Drew  Davis,  associate 
director  of  NMC,  a  communications 
industry  institute  based  at  Northwestern 
University. 

What  a  change  in  less  than  two 
decades.  In  1980,  the  nation’s  newspaper 
delivery  force  was  a 
vast  teenage  army 
more  than  800,000 
strong.  A  paper  route 
was  seen  as  a  way  to 
teach  kids  the  value  of 
work,  of  entrepreneur- 
ship  and  of  a  dollar. 

“I  always  liked  the 
youth  carrier  system,” 
said  Chet  Valiante, 
vice  president  for  cir¬ 
culation  of  North 
Jersey  Newspapers, 
publisher  of  the 
Passaic,  N.J. -based 


North  Jer.sey  Herald  &  News.  “1  think  it 
helps  kids  build  character.”  Even  so, 
Valiante  notes,  his  carrier  force  of  250 
includes  ju.st  10  teenagers.  He  says  adults 
get  their  papers  out  earlier  —  because 
many  have  to  show  up  for  full-time  jobs 
elsewhere  —  and  because  child-labor 
laws  often  prevent  teenagers  from  work¬ 
ing  before  6  a.m. 

Nationally,  newspapers  are  in  various 
stages  of  converting  to  adult  carriers.  At 
the  Times  Herald-Record  in  Middletown, 
N.Y.,  where  Valiante  formerly  worked, 
teenagers  had  declined  to  about  half  the 


Typical  adult  carrier  delivers  St.  Petersburg  Times 
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carrier  force  in  a  gradual  conversion 
motivated  in  part  by  the  added  require¬ 
ments  of  delivering  the  Wall  Street 
Journal  early  in  the  morning,  plus  sever¬ 
al  weeklies. 

Another  factor  is  that  adults  with  cars 
can  deliver  more  papers,  typically  150  to 
250  a  day,  compared  with  50  for  youth 
carriers,  according  to  New  York-based 
circulation  consultant  Mark  Roggen. 

Fairly  typical,  the  Harrisburg,  Pa., 
Patriot-News  switched  to  the  morning 
cycle  in  June  1997  — jettisoning  1.300 
teenage  carriers.  The  move  saved  money 
because  drivers  no  longer  had  to  drop 
small  bundles  at  each  carrier’s  home. 
Instead,  645  adult  carriers  pick  up  bun¬ 
dles  at  eight  regional  distribution  centers. 

At  the  Allentown,  Pa.,  Morning  Call, 
teens  make  up  65%  of  the  2,200-person 
delivery  force  and  compete  for  scholar¬ 
ships  and  bonuses.  Though  75%  of  home- 
delivery  subscribers  pay  the  newspaper 
directly,  they  show  they  appreciate  their 
carriers  by  adding  more  than  $700,000  a 
year  in  tips. 

The  morning  Columhus  (Ohio) 
Dispatch  retains  a  force  of  2,029  youth 
carriers  —  all  part-time  employees,  not 
independent  contractors,  and  all  covered 
by  workers’  compensation  insurance  and 
other  benefits.  “We  are  dedicated  to  a 
youth  organization,’’  said  assistant  circu¬ 
lation  director  Terry  DeVassie.  The  sys¬ 
tem  not  only  builds  character  in  carriers, 
he  says,  it  also  fosters  personal  relation¬ 
ships  between  readers  and  the  newspaper, 
which  benefits  the  paper. 

Notwithstanding  the  myth  of  the  “little 
merchant,”  many  old-time  paperboys  bear 
little  nostalgia  for  what  they  remember  as 
a  tough  and  tedious  job  with  meager 
financial  returns. 

“1  delivered  150  papers  a  day,  six  days 
a  week,  for  $1,”  said  John  Steadman,  who 
started  carrying  the  Baltimore  Evening 
Sun  when  he  was  13  and  now  writes  a 
sports  column  in  it.  The  real  money,  he 
confides,  was  made  by  the  route  boss,  the 
guy  who  coordinated  all  the  kids. 

Another  former  Baltimore  paperboy 
attests  to  the  occupation  as  a  lesson  in 
bare-knuckled  capitalism.  New  York 
Times  columnist  Russell  Baker,  who 
delivered  the  Baltimore  News-Post  and 
Sunday  American  as  a  boy  during  the 
1930s,  says  one  of  his  earliest  lessons  was 
being  hoodwinked  by  his  publisher.  If  he 
had  50  subscribers,  the  paper  would  send 
55  papers  —  and  make  him  pay  for  them. 

“1  rarely  sold  those  papers.  I  would  eat 
them,”  Baker  said  with  a  rueful  chuckle. 
“It  was  a  swindle.” 
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Quiet  tragedy:  violence 
against  carriers 


Unprotected,  kids  of  all 
ages  rove  the  streets  in 
towns  across  America  at 
all  hours  to  deliver  the 
news  and  earn  a  buck  — 
but  some  pay  the 
ultimate  price 

by  Robert  Neuwirth 

Just  1 1  years  old,  Angelica  Padilla 
proudly  worked  two  paper  routes 
after  school.  On  Aug.  13,  she  deliv¬ 
ered  the  Willimantic,  Conn.,  Chronicle 
door  to  door,  just  like  usual. 

The  sweet,  shy  fifth-grader  didn’t 
return  home  at  4  p.m.  as  she  had 
promised  her  mother.  As  dusk  set  in,  the 
search  started.  Just  past  midnight,  police 
found  her  body  in  a  wooded  area  near  the 
apartment  complex  where  she  lived.  Her 
throat  was  slashed  so  deeply  her  head  was 
almost  severed.  A  prosecutor  would  later 
say  her  body  was  ripped  apart  “the  same 
way  a  farmer  butchers  a  pig.” 

Chronicle  publisher  Kevin  Crosbie 
said  emphatically,  “Her  route  was  fully 
delivered”  before  she  met  her  doom,  and 
there  was  “no  indication”  the  attack  “had 
anything  to  do  with  the  route.” 

All  90  of  the  Chronicle's  youth  carriers 
—  some  just  10  years  old  —  dutifully 
delivered  their  routes  the  day  after 
Angelica’s  body  was  discovered,  Crosbie 
said,  adding,  “We’ve  never  had  a  down 
route.  It  was  amazing.” 

The  Chronicle  con¬ 
tributed  $450  to  memorial 
funds  for  Angelica  Padilla. 

A  paroled  sex  offender 
who  lived  in  a  neighboring 
building  was  arrested  and 
charged  in  the  attack. 

The  untimely  death  of 
the  Connecticut  girl  high¬ 
lights  a  dangerous  dimen¬ 
sion  of  the  newspaper  busi¬ 
ness:  violence  against  carri¬ 
ers. 

“The  No.  1  cause  of 
child-labor  death  or  injury 


in  New  York  state  is,  in  fact,  newspaper 
delivery,”  said  Dorianne  Beyer,  general 
counsel  of  the  National  Child  Labor 
Committee,  a  New  York  City-based  group 
that  lobbied  for  federal  child-labor  laws. 

When  reporters  are  assassinated,  or 
beaten  or  jailed,  protests  are  lodged, 
awards  are  given  by  press  freedom  orga¬ 
nizations,  and  colleagues  in  the  press  take 
up  their  cause.  Crimes  against  carriers, 
meanwhile,  rarely  get  beyond  the  local 
news. 

Consider: 

•  In  1997,  a  14-year-old  carrier  for  the 
Salt  Lake  Tribune  in  Utah  was  grabbed 
from  her  bicycle  early  one  morning,  car¬ 
ried  away  and  raped  —  the  fourth  recent 
attack  of  its  kind  in  the  area. 

•  Last  June,  in  Franklin.  Ind.,  Heather 
Sites,  a  15-year-old  Daily  Journal  carrier, 
was  assaulted  as  she  tossed  papers  onto 
subscribers’  porches.  Her  screams  attract¬ 
ed  the  attention  of  homeowners,  who 
scared  off  her  predator.  A  21 -year-old 
man  stands  accused  of  the  crime. 

•  In  Virginia,  a  teenage  carrier  sued  the 
Harrisonburg  Daily  News-Record  after  he 
was  sexually  assaulted  while  on  his  route 
in  1989.  Evidence  in  his  civil  case,  decid¬ 
ed  on  appeal  this  year  in  state  Supreme 
Court,  detailed  three  assaults  on  carriers 
over  a  five-year  span  —  including  one 
four  months  before  the  attack  involved  in 
the  suit.  The  court  said  the  newspaper  had 
a  general  duty  to  train  carriers,  but  no 
specific  duty  to  inform  them  of  crime  pat¬ 
terns  —  and  was  therefore  not  liable  for 
the  assault. 

Gary  Anderson,  circulation  director  for 
the  rural  Shenandoah 
Valley  daily,  counted  six 
violent  incidents  against 
carriers  from  1 984  through 
1993.  In  re.sponse,  the 
paper  has  produced  an 
educational  video  for  carri¬ 
ers,  provided  them  whis¬ 
tles  to  blow  in  emergen¬ 
cies,  and  raised  the  mini¬ 
mum  age  for  carriers  to  14, 
from  12.  Since  the  age 
increa.se,  no  carriers  have 
been  attacked. 

“1  would  advise  any 
newspaper  not  to  consider 


Angelica  Padilla,  11,  never 
returned  from  her  route. 
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kids  under  the  age  of  14,”  he  said,  adding; 
“Newspapers  need  to  be  forthcoming.  If 
they’ve  had  crimes,  they  need  to  tell 
about  them.”  1 

While  many  circulation  executives  can  | 
cite  similar  experiences  of  carriers  | 
assaulted,  robbed,  injured  in  auto  acci¬ 
dents,  or  worse,  statistics  are  nearly 
nonexistent.  The  Newspaper  Association 
of  America,  the  largest  industry  trade 
group,  representing  1,700  dailies,  does 
not  track  violence  against  the  nation’s 
198,642  youth  carriers  and  offers  no  pro¬ 
grams  in  carrier  safety. 

“Training  varies  widely  from  newspa¬ 
per  to  newspaper,”  said  John  Murray, 
NAA’s  chief  of  circulation  and  marketing. 
“It’s  not  something  we  measure  or  track.” 

Nor  does  the  federal  government. 
Though  the  labor  department  tracks  all 
sorts  of  crimes  and  occupational  injuries, 
it  doesn’t  quantify  assaults  on  youth  car¬ 
riers.  Statistics  on  workplace  injuries  do 
show  that  between  1 995  and  1 996  —  the  | 
most  recent  data  available  —  31  news 
vendors,  the  category  that  includes  carri¬ 
ers,  died  on  the  job,  and  another  786  were 
injured. 

“Any  time  a  tragedy  occurs,  people 
think.  ‘Is  there  anything  in  the  world  we 


It’s  not  just  the  kids.  Violence  takes  a 
toll  on  America’s  207,746  adult  carri¬ 
ers,  too.  On  Aug.  10,  Douglas 
Hamrick,  a  carrier  for  the  Macon  (Ga.)  | 
Telegraph,  was  shot  in  the  face  in  a  rob¬ 
bery  as  he  filled  a  newspaper  box  at  3:30 
a.m.  The  thief  demanded  money,  and 
Hamrick  surrendered  his  wallet  and  the  I 
coins  from  the  rack  —  but  the  crook  fired 
anyway.  Hamrick,  while  out  of  the  hospi¬ 
tal,  lost  an  eye  and  is  still  unable  to  work. 

Searches  of  news  databases  flagged 
many  similar  incidents.  In  1997,  two  car¬ 
riers  died  in  car  crashes  while  en  route  to 
pick  up  their  papers,  and  several  others 
were  assaulted  as  they  completed  their 
routes.  In  Macon,  the  Telegraph  has  aban¬ 
doned  news  boxes  around  where  Hamrick 
was  assaulted,  because,  according  to 
Knight  Ridder  circulation  executive 
Ginger  Nolte,  “The  five  papers  we  may  be 
selling  are  not  worth  the  risk.” 

1  0 


could  have  done?”’  said  lawyer  Michael 
Zinser,  whose  Nashville-based  Zinser  & 
Patterson  represents  hundreds  of  papers. 
“But  you  can’t  protect  anybody  from  a 
predator,  whether  it’s  a  child  or  an  adult.” 

Since  the  National  Labor  Standards 
Act  outlawed  most  child  labor  in  1938, 
the  newspapers  have  benefited  from  a 
sweeping  exemption  —  a  loophole  allow¬ 
ing  kids  of  any  age  to  work  as  carriers. 
And  many  states  follow  suit.  According 
to  the  National  Child  Labor  Committee, 
Arkansas,  Colorado,  Connecticut  and 
Ohio,  among  others,  set  no  minimum  age 
for  youth  carriers.  Florida,  California, 
and  Washington,  D.C.,  require  carriers  to 
be  at  least  10  —  even  in  high-crime  areas. 
New  York  state  prohibits  children  under 
11  from  delivering  newspapers.  And  in 
Massachusetts,  where  the  minimum  age 
used  to  be  1 2,  the  law  was  relaxed  about 
a  decade  ago  to  permit  kids  as  young  as  9 
to  deliver  papers  —  as  long  as  each  paper 
adopts  a  safety  program. 

The  safety  of  carriers,  especially  kids, 
has  confounded  newspapers  for  years.  It 
is  a  complex  problem  with  legal,  financial 
and  social  implications.  Since  crime  per¬ 
vades  nearly  every  aspect  of  life,  and 
since  newspapers  dispatch  thousands  of 


In  other  high-crime  areas,  the 
Telegraph  may  miss  its  early  morning 
delivery  goals.  “We  may  not  deliver  at 
I  3  a.m.  to  you,”  she  said.  “We  may  come 
back  at  8  a.m.,  when  it’s  light  out.”  Her 
staffers  also  meet  periodically  with  police  i 
to  discuss  crime  patterns,  Nolte  said.  After 
I  a  rash  of  holdups  and  assaults,  the 
Columbus  Dispatch  in  Ohio  essentially 
ended  home  delivery  to  two  city  housing 
projects.  As  part  of  a  deal  with  the  build¬ 
ing  manager.  Dispatch  deliverers  drop 
bundles  on  a  nearby  main  street,  and 
building  employees  distribute  the  papers 
and  collect  from  subscribers  every  month 
—  along  with  the  rent. 

Other  newspapers  drop  bundles  of 
papers  into  locked  boxes,  where  sub¬ 
scribers  use  keys  to  collect  their  copies. 
Another  technique  is  to  shift  schedules  to 
keep  carriers  out  of  unsafe  areas  in  the 
dead  of  night.  —  Robert  Neuwirth 


Safety  tips 

The  newspaper  industry  has  no 
standard  training  program  for  the  safe¬ 
ty  of  carriers,  but  here  are  some  tech¬ 
niques  being  employed: 

•  Set  a  minimum  age  for  carriers, 
since  the  law  generally  doesn’t. 

•  Start  a  carrier  newsletter  that 
includes  information  on  safety. 

•  Provide  general  safety  informa¬ 
tion  to  all  teen  carriers  and  their  par¬ 
ents. 

•  Meet  regularly  with  police  to  edu¬ 
cate  carriers  on  protecting  themselves 
and  to  track  local  crime  patterns. 

•  Send  adult  district  managers  with 
kids  when  they  have  to  collect  money 
in  high-crime  areas. 

•  Allow  carriers  to  delay  delivery  to 
keep  them  off  the  streets  before  dawn. 

•  Deliver  to  boxes  on  high-traffic 
streets  rather  than  having  carriers  go 
down  dark  and  dangerous  side  streets. 

carriers  everyday  into  the  streets,  there  is 
no  sure  way  to  guarantee  their  safety. 
What’s  more,  since  the  overwhelming 
majority  of  carriers  are  independent  con¬ 
tractors  —  not  employees  —  the  relation¬ 
ship  is  constrained  by  law,  meaning 
newspapers  cannot  directly  manage  them 
and  assume  little  liability  for  them. 

Because  most  carriers  are  independent 
contractors,  not  employees,  newspapers 
have  a  hard  time  forcing  them  to  adopt 
safety  protocols,  Zinser  said. 

The  Columbus  (Ohio)  Dispatch  won’t 
take  carriers  under  12,  said  assistant  cir¬ 
culation  manager  Terry  DeVassie,  who 
estimates  three  or  four  of  his  2,029  youth 
carriers  have  been  held  up,  beaten  up  or 
shaken  up  in  the  past  year.  “That’s  way 
too  many,”  he  said.  “Even  one  is  too 
many.” 

Child  advocates  say  newspaper  deliv¬ 
ery  is  particularly  dangerous.  “Kids  are 
always  vulnerable  when  they’re  going 
door  to  door,”  said  Jeffrey  Newman,  exec¬ 
utive  director  of  the  National  Child  Labor 
Committee. 

Newspapers  won  their  exemption  from 
U.S.  child-labor  laws  partly  because 
advocates  faced  a  brutal  political  reality, 
Newman  said,  “The  people  who  were  try¬ 
ing  to  promote  child-labor  laws  were  try¬ 
ing  to  get  the  support  of  newspapers.” 

Angelica  Padilla’s  sad  ending  eerily 
mirrored  the  fates  of  Joel  Trinidad,  a  14- 
year-old  Chicago  Sun-Times  carrier,  and 
Christy  Ann  Fomoff,  a  13-year-old  delivery 
see  Tragedy  on  page  79 
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What  year-old  amk  rated  #5  in 

The  Washinsfton  Post’s  1998  Survey? 


#5  —  Overall  rating  out  of  55  strips  and  panels 

#3  — 18-  to  30-year-old  females 

#4  — 18-  to  30-year-old  males 

#5  —  31-  to  45-year-old  females 

#1  — 12-  to  17-year-old  males  and  females 

#4  —  11-year-old  and  under  females 

^  550  newspapers  one 
r  year  after  launch! 


For  rates  and  samples,  contact  your  local  King  Features 
representative  or  National  Sales  Director  George  Haeberlein. 
Toll-free;  800-526-KING,  or  collect;  212-455-4110,  or 
e-mail:  ghaeberlein@hearst.eom. 


The  newspaper  says  it’s  been  selling  its  front-page  format  to  big  advertisers  for 
years  and  no  one’s  ever  questioned  the  practice.  Now  someone  has. 


by  Kelvin  Childs 


at  the  bottom  of  the 
back  page  lists  “Key 
Presentations 
Involving  Glaxo 
Wellcome  Products  at 

standpoint  of  the  12th  world  AIDS 

Conference”  —  13  of 
some  5,000  seminars 
and  sessions. 

Peter  Lurie,  a  doc¬ 
tor  and  AIDS 
researcher  with  Public 
Citizen,  attended  the 
conference  and  said  he 
was  upset  and  offend¬ 
ed  when  he  saw  the  ad  wrap.  He  told 
E&P,  “Our  concern  is  both  from  the 
standpoint  of  journalistic  ethics  and  also 
the  impact  of  such  things  on  news  cover- 
age.” 

In  a  letter  to  USA  Today 
^.j  president  and  publisher 

SrSSR  fy!  Thomas  Curley,  he  criti- 
cized  the  product.  “It  is 
saBWKf.  taaSS'  only  by  deceiving  the  pub- 
lie  into  believing  that  this 
is  a  regular  issue  of  USA 
Today  that  the  promotion 

. . — ^  gains  any  force,”  he  writes. 

set  raCOHl  Yhe  letter  also  is  signed  by 

iliit  Ben  H.  Badgikian,  former 

1w~__  dean  of  the  University  of 

;  California  School  of 

:  55^^  Journalism  and  author  of 

The  Media  Monopoly, 
which  examines  and  criti- 
!  cizes  the  concentration  of 

r-  Ti—K  The  letter  goes  on,  “In 

BBfasaie  absence  of  immediate 

Li  sraMB  corrective  action,  any  sub- 
sequent  reporting  by  USA 
Tbrfflv  on  matters  regarding 
(j^g  pharmaceutical  indus- 
^taMMnMMs  try  will  be  tainted.  We  trust 

you  will  take  the  strongest 
possible  action  to  restore 
BgBiiBSiHiii  tattered  reputation  of 

USA  Today  by  holding  the 
offending  employees 
accountable  and  by  refus- 


they  have  the  same 
look  as  a  real  front 
page. 

Most  recently, 

Glaxo  Wellcome 
bought  a  “special  edi¬ 
tion”  USA  Today  front 
page  for  the  1 2th 
World  AIDS 

Conference  in  Geneva, 

Switzerland.  The  one- 
page  sheet  wrapped 
around  the  June  30 
European  edition  and 
fully  duplicated  the 
paper’s  logo,  typefaces,  design  elements 
and  standing  features.  But  the  nonby lined 
stories  touted  the  company’s  medicines  in 
articles  and  graphics  about  AIDS.  A  chart 


Our  concern  is 


A  former  journalism  school  dean 
and  an  official  with  the  consumer 
group.  Public  Citizen,  have 
charged  that  USA  Today  is  deceiving  the 
public  by  selling  promotional  versions  of 
its  front-page  format  to  advertisers. 

USA  Today  confirmed  that,  as  a  special 
perk  for  “top-level”  advertisers,  it  pro¬ 
duces  special  one-day  editions  of  the 
paper  filled  with  promotional  stories  that 
tout  the  advertiser’s  products  and  services. 
The  papers  are  distributed  at  conventions, 
annual  meetings  or  other  large  corporate 
gatherings. 

The  promotional  materials  are  laid  out 
in  what  is  normally  the  news  hole  of  the 
national  newspaper’s  front  page  so  that 


journalistic  ethics 
and  also  the  impact 
of  such  things  on 
news  coverage.” 


lyWmldAPS 

Coiif8raiic8 


USA  Today’s  most  recent  front-page  promotional  clone  (left)  was  prepared  for  pharmaceutical  giant 
Glaxo  Wellcome.  It  looks  virtually  identical  to  the  newspaper’s  normal  front  page  (right). 
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The  broadest 
and  deepest  source 
of  news  photos,  graphics 
and  newswire  copy 
for  your  publication 
or  Web  page 


The  single  multi-media 
and  Web-ready 
newspaper  archive  system 
that  links  text  and  images 
so  one  search  displays 
all  the  elements  of 
a  news  story 


Revenue  generating  solution 
for  making  your  archive 
available  on  the  Web 


MediaStream;  Making  the  Most  of  Your  Information 

For  more  information  coll  Joseph  DiMarino  at  MediaStream: 

(800)  888-6195  ext.  4404; 

Fax:  (215)  239-4150; 

email:  idimarino@krmediastream.com 

or  visit  us  at:  www.krmediastream.com 
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ing  to  allow  the  front  page  of  your  news¬ 
paper  to  be  hijacked  again.” 

Glaxo  spokeswoman  Mary  Fay  Dark 
said  USA  Today  offered  the  wrap  as  part  of 
its  advertising  relationship  with  the  phar¬ 
maceutical  giant.  The  production  of  the 
special  edition  front  page  was  done  by  the 
paper,  she  said,  while  the  content  was  pro¬ 
vided  by  Glaxo. 

USA  Today  spokesman  Steve  Anderson 
said  the  paper  makes  such  editions  for 
“top-level  advertisers,”  but  would  not 
describe  further  what  that  means.  “Suffice 
it  to  say,  they  do  a  lot  of  business  with 
USA  Today."  Other  companies  that  have 
used  the  wraps  include  Marriott,  Jeep, 

Sprint  and  the  Ford  Motor  Co. 

“We’ve  been  doing  it  for  about  16 
years.  We’ve  done  hundreds  of  these,” 

Anderson  said. 

Anderson  said  USA  Today  takes  pains 
to  distinguish  such  products  from  the 
daily  paper.  “The  circulation  is  complete¬ 
ly  controlled,”  he  said,  with  the  wrapped 
papers  delivered  directly  to  the  convention 
hotels.  “These  are  never  put  out  for  sale,” 
he  said.  “A  subscriber  would  never  get 
this.” 

In  the  case  of  the  Glaxo  wrap,  the  page 
is  labeled  “Special  Edition  for  Glaxo 
Wellcome”  at  the  bottom  and  labeled 
“Advertisement”  in  the  upper  right  comer. 

On  the  back  is  an  ad  stating,  “This  special 

ETHICS 

Ethics  Courses  Missing  in  Action 

J-school  profs  say  more  ethics  classes,  research  needed 

study,  William  Babcock,  a  University  of 
Minnesota  journalism  professor,  attrib¬ 
uted  the  small  presence  of  ethics  in  jour¬ 
nalism  curricula  to  the  fact  that  it  has 
never  been  part  of  traditional  j-school  edu¬ 
cation.  “It’s  only  since  the  Janet  Cooke 
case  at  the  Washington  Post  that  schools 
began  introducing  ethics  into  their  pro¬ 
grams,”  he  explained.  Cooke  was  fired 
after  faking  a  series  about  a  child  heroin 
addict. 

Even  without  separate  ethics  courses, 
Babcock  said,  ethics  is  often  woven  into 
classes  in  media  law,  reporting  and  mass 
communication. 

He  said  the  survey  highlights  the  need 
for  AEJMC  programs  dealing  with  inter¬ 
relationships,  particularly  between  ethics 
and  a  variety  of  qualitative  and  quantita¬ 
tive  methodological  approaches,  history 
and  broadcasting. 


by  M.L.  Stein 

A  majority  of  journalism  professors 
do  not  teach  a  free-standing  media 
ethics  class,  although  most  want  to 
incorporate  more  ethics  in  courses  they  do 
teach,  according  to  a  survey  by  the 
Association  for  Education  in  Journalism 
and  Mass  Communication. 

The  study  by  the  group’s  ethics  unit 
included  responses  from  293  AEJMC 
members  and  also  found  that  journalism 
educators  want  to  do  more  research  into 
media  ethics  and  to  use  the  results  in  the 
classroom. 

Eighty-two  percent  wanted  ethics  dis¬ 
cussions  and  materials  in  their  clas¬ 
ses,  and  72%  said  they  “always”  or  “fre¬ 
quently”  raise  issues  of  media  ethics  in 
class. 

But  two-thirds  reported  they  “rarely”  or 


“never”  taught  a  stand-alone  ethics 
course. 

One  in  three  journalism  educators  said 
their  research  always  or  frequently  deals 
with  media  ethics,  another  said  their 
research  sometimes  touches  media  ethics, 
and  the  third  said  they  rarely  or  never 
delve  into  ethics. 

But  among  those  who  do  engage  in 
ethics  research,  26%  said  they  concentrate 
on  newspapers,  which  attract  the  second 
highest  in  research  interest,  behind  only 
qualitative  research,  with  36%. 

In  other  communications  areas,  23% 
listed  quantitative  research,  23%  do  case 
studies,  20%  historical;  17%  broad¬ 
cast;  14%  theoretical,  12%  public  journal¬ 
ism,  12%  legal;  11%  general  news 
media,  9%  public  relations  and  8%  adver¬ 
tising. 

The  chairman  of  the  unit  that  did  the 


NY  Post  Also  Sells  Front  Page 


In  another  controversial  sale  of  a 
newspaper  front  page  for  promotion¬ 
al  purposes,  the  Ne\i’  York  Post  recently 
printed  a  “special  edition”  advertising 
HBO’s  movie.  The  Rat  Pack. 

That  Aug.  21  front-page  promo  had 
a  photo  of  several  entertainers  who 
made  up  the  infamous  Rat  Pack  and  a 
headline  screaming  “COMIN’  AT  YA/ 
SAT.  9PM  HBO/THE  RAT  PACK.” 

Four  thousand  of  the  special  editions 
were  distributed  outside  HBO’s 
Manhattan  headquarters  on  42nd 
Street,  down  the  street  at  Grand  Central 
Station  and  at  nearby  Rockefeller 
Center. 

Pat  Smith,  a  Post  spokesman 
declined  comment  and  declined  to  pro¬ 
vide  E&P  with  a  copy  of  the  promotion 
edition. 

Two  Post  staffers,  who  asked  to  have 
their  identity  withheld,  said  front-page 


promotions  are  sold  a  couple  of  times  a 
year. 

The  tabloid,  said  one  staffer,  hired 
only  young  women  to  give  away  the 
HBO  issue  because  it  has  found  women 
pedestrians  hesitate  to  accept  free 
copies  from  men. 

The  promotion  was  purchased  by 
HBO,  a  Time  Warner  subsidiary.  Chris 
Donnally,  of  HBO’s  marketing  depart¬ 
ment,  declined  to  provide  a  copy  of  the 
promotion  to  E&P  because  of  the 
Post's  objections. 

“It  was  simply  a  paid  promotion,” 
said  Howard  J.  Rubenstein,  a 
spokesman  for  Rupert  Murdoch,  chair¬ 
man  of  the  Post  and  its  parent,  the 
News  Corporation,  told  the  New  York 
Times.  “From  time  to  time,  the  New 
York  Post  prints  a  few  thousand  copies 
for  advertising  purposes  at  the  end  of  a 
run.”  —  Joe  Nicholson 


promotional  edition  was  prepared  for  Today." 

Glaxo  Wellcome  by  USA  Today  for  this  Public  Citizen  spokesman  Booth 
conference.  It  is  one  example  of  the  varied  Gunter  said  the  organization  had  not 
type  of  added-value  programs  that  help  received  any  response  from  USA  Today  to 
extend  the  impact  and  increase  the  value  the  letter. 

of  an  advertising  investment  in  USA  Anderson  said  none  is  planned.  HI 
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THE  QUAD-STACK  4.|4  COLOR  PWNTiNQ  UNIT 


GENERAL  DESCRIPTION 

The  QUAD-STACK  is  a  low  profile,  single  width,  single 
circumference  modular  constructed,  webnoffset  printing  unit  with 
a  vertical  web  lead.  It  is  designed  typically  for  newspopers, 
magazines,  brochures,  books  and  other  commercial  printing  on 
uncooted  stock.  The  (^ADSTACK  is  very  compact  and  versatile. 
It  produces  quality  printing,  very  low  waste  and  is  simple  to  operate. 


^  BRUSH  DAMPENING 

PNIUMATIC  THROW  OFFS 
■0^  OPTtONAL  INTtGRAttD  ROU  STAND 
0^  35000  ip/i* 

0h  VERY  COMPAa  (7.5  ■  8.7  FEH  IN  HEIGHT) 

NO  SCAFFOLDING  OR  PtATFORMING  NSaSSARY 

0^  AUACHABIS  TO  MOST  22  3/4*  fS7Sinm  NOMfNAtl 
SINGH  WIDTH  ONE  AROUND  PRINTS  PRESSES 

0^'  OIL  BATH  HELICAL  CUT  GEAR  TRAIN 

0^  BEARERS  ON  AU  BLANKET  CYUNDERS 

0F'  NO  REGISTER  VARIATION  OR  FAN-OUT 
CONTROLS  NECESSARY 

0^  RUNNING  CIRCUMFERENTIAL,  SIDEUY  AlW  SKEWRiG 
ADJUSTMENTS  ON  AU  PLATE  CYUNDERS 

‘Actual  production  speed  dependertt  upon  job  parameters. 


INTEGRATED  ROLL  STAND  UNIT 


FLOOR  UNIT 


NEWSROOM  STAFFING  NEWS 

Are  newspapers  abandoning 
their  statehouse  coverage? 

Publishers  across  the  country  are  slashing  the  staffs  of  their  statehouse 
bureaus.  Such  actions  save  nnoney,  but  do  they  serve  the  public  interest? 


by  Joe  Nicholson 

With  touchy-feely  stories  and 
news-you-can-use  all  the  rage 
in  some  newsrooms,  dozens  of 
major  newspapers  have  slashed  the  num¬ 
ber  of  reporters  assigned  to  cover  state 
governments,  according  to  a  50-state 
investigative  report  underwritten  by  the 
Pew  Charitable  Trusts. 

‘in  capital  press  rooms  around  the 
country,  there  are  more  and  more  empty 
desks  and  silent  phones.  Bureaus  are 
shrinking,  reporters  are  younger  and  less 
experienced,  stories  get  less  space  and 
poor  play,  and  all  too  frequently  editors 
just  don’t  care,”  said  the  report,  published 
in  the  American  Journalism  Review. 

Ironically,  the  decline  in  state  legisla¬ 
tive  coverage  comes  as  the  federal  govern¬ 
ment  continues  to  turn  over  broad  new 
powers  and  funding  prerogatives  to  states. 
After  Congress’s  rejection  of  President 
Clinton’s  health  care  plan,  26,000  health 
care  bills  with  provisions  like  bans  on 
“drive-through”  deliveries,  were  intro¬ 
duced  in  state  legislatures;  3,400  of  them 
became  law.  States  have  more  power  and 
money  than  ever  before.  They  now  spend 
an  estimated  $854  billion  a  year,  almost 
$9,000  per  household.  With  dimin¬ 
ished  newspaper  coverage,  this 
financial  activity  gets  less  scrutiny. 

State  coverage  has  been 
squeezed  by  new  beats  that 
offer  instruction  on 
everything  from  how  to 
prepare  food  to  how  to 
spend  or  not  spend 
money.  Some  of  the 
shift  has  been 
motivated  by 
focus  group 
research, 
although  experts 
warn  there  may 
be  a  difference 
between  what 
people  say  — 
and  what 
they  real¬ 


ly  want. 

There  are  exceptions,  especially  among 
national  newspapers  and  those  owned  by 
companies  such  as  Times  Mirror,  the  New 
York  Times  and  Newhouse.  The  Los 
Angeles  Times,  for  example,  maintains  12 
reporters  in  Sacra¬ 
mento,  the 

California  capital. 

Some  small-paper 
chains  don’t 

cover  statehouses. 

Thompson  has  eight 
capital  reporters  for 
59  papers,  Donrey 
six  for  48.  Hollinger 
has  54  papers  with 
no  state  correspon¬ 
dents;  only 

Hollinger’s  Chicago 
Sun-Times  maintains 
a  statehouse  bureau, 
staffed  by  a  solitary 
reporter.  Liberty, 
which  bought  55 
small  and  micro  dailies  from  Hollinger 
last  year,  employs  just  one  statehouse 
reporter. 

As  chains  have  bought  independent 

newspapers,  editors  sometimes  report  to 
out-of-state  executives  ignorant  about 
state  governments. 

While  some  editors  lost  interest, 
lobbyists  kept  a  keen  sense  of 
where  to  find  the  action  —  and 
money.  Over  the  last  eight 
years  the  number  of 
lobbyists  registered  in 
the  50  states  has 
jumped  from  42,500 
to  an  estimated 
100,000. 

The  AJR  article 
was  praised  by 
Thomas  Mitchell, 
editor  of  the  Las 
Vegas  Review- 
Journal,  as  “a 
wake-up  call 
to  editors 
who  are 


abdicating  their  jobs,  going  down  the 
wrong  path.” 

“Government  coverage  should  be  our 
franchise  because  TV  sure  as  hell  can’t  do 
it,”  said  Mitchell,  who  has  two  state  corre¬ 
spondents,  supplemented  by  a  third 
reporter  and  a  photog¬ 
rapher  during  legisla¬ 
tive  sessions.  He 
recently  published  a 
list  of  the  100  high¬ 
est-  paid  state 
employees,  including 
some  who  nearly  dou¬ 
bled  their  salaries 
with  overtime.  The 
governor  did  not 
make  the  list. 

Too  many  editors, 
said  Mitchell,  have 
gotten  misled  by  polls 
and  replaced  govern¬ 
ment  scrutiny  with 
“nice  little  feature 
stories.”  He  warned, 
“We  need  to  be  leaders,  not  followers.” 

Pam  Johnson,  executive  editor  of  the 
Arizona  Republic,  said  the  AJR  report  may 
have  relied  too  heavily  on  numbers  analy¬ 
sis.  Small  papers  may  use  their  staff  best 
in  other  ways,  especially  if  wire  services 
provide  good  state  coverage,  she  said. 

“Readers  probably  respond  more  readi¬ 
ly  to  an  investigative  story  about  an 
extreme  problem  in  their  community  than 
they  do  to  processed  stories  every  day 
about  the  state  legislature,”  said  Johnson, 
who  got  2,0{X)  calls  about  a  series  that 
revealed  elderly  agencies  were  hiring  ex¬ 
convicts  because  they  failed  to  use  finger¬ 
print  checks. 

Johnson  has  three  state  correspondents 
and  assigns  reporters  on  beats  like  health, 
crime,  environment  and  education  to 
cover  the  state’s  record  in  those  areas. 

As  for  AJR's  contention  that  “all  too 
frequently  editors  just  don’t  care”  about 
state  coverage,  Johnson  said,  “Sweeping 
statements  like  that  are  awfully  danger¬ 
ous,  a  disservice  to  many,  many  good  edi¬ 
tors.”  HI 


Ironically,  the  decline 
in  state  legislative 
coverage  comes 
as  the  federal 
government  continues 
to  turn  over  broad  new 
powers  and  funding 
prerogatives  to  states. 
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Houston  Chronicle 
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San  Antonio  Express-News 

MAKE 


Seattle  Post-Intellif>encer 


GREAT 


San  Francisco  Examiner 

ADVERTISING 


Albany  Times  Union 


VEHICLES 


At  Hearst  Newspapers,  we  help  advertisers  reach  the  people  they  want  to  reach  in  major  metropolitan  markets  and  local  com¬ 


munities  across  the  country.  Together,  our  newspapers  have  a  daily  circulation  of  more  than  1.3  million  and  a  total  Sunday 


circulation  of  more  than  2.5  million.  From  Houston  to  San  Francisco,  Seattle  to  Albany, 
more  and  more  readers  are  turning  to  our  pages  and  our  web  sites  for  information.  That’s 
why  Hearst  Newspapers  are  such  great  vehicles  to  deliver  your  advertising  message. 


Hearst  Newspapers 


Albany  Times  Union 
www.timesunion.com 

Beaumont  Enterprise 
www.beaumontenterprise.com 

Edwardsvilie  inteliigencer 
www.edwpu  b.com 


Houston  Chronicie* 
www.houstonchronicle.com 

Huron  Daiiy  Tribune 
www.hdtinfo.com 

Laredo  Morning  Times 
www.imtoniine.com 


Midiand  Daily  News 
www.mdn.net 

Midland  Reporter-Telegram 
www.mrt.com 

Plainview  Daily  Herald 
www.texasonline.net 


San  Antonio  Express-News 
www.expressnews.com 

San  Francisco  Examiner* 
www.examiner.com 

Seattle  Post-Intelligencer* 
www.seattle-pi.com 


•Houston  Chronicle  and  Seattle  Times/ Post-Intelligencer  represented  nationally  by  Newspapers  First.  .San  Francisco  Chronicle/Examiner  represented  nationally  by  Globe  .Media. 
Circulation  figures  from  Audit  Bureau  of  Circulations  Fas-Fax  Report  for  six  months  ending  March  31,  1998. 


Gannett  joins 

buyback 

bandwagon 

The  board  of  Gannett  Co.,  the  nation’s 
largest  newspaper  firm,  has  authorized 
spending  $250  million  to  buy  up  shares  of 
its  stock. 

The  company  said  the  purchases  would 
occur  from  time  to  time  and  that  no  price 
ceilings  have  been  set.  “At  current  prices. 
Gannett ’s  stock  represents  an  attractive 
investment  opportunity,”  Gannett  chair¬ 
man  John  j.  Curley  and  president 
Douglas  H.  McCorkindale  said  in  a  joint 
statement. 


Newsprint 

numbers 


U.S.  daily  newspapers  consumed 
747 .(MX)  metric  tons  of  newsprint  in  July, 
0.3%  less  than  a  year  earlier,  according  to 
the  New.spaper  Association  of  America. 

Publishers'  end-of-month  newsprint 
inventories  totaled  1,036,(M)0  tons,  repre¬ 
senting  a  42-day  supply,  up  10.2%  from 
what  amounted  to  a  38-day  supply  in  July 
1997. 


Southern  gets 
Canadian  OK  to 
purchase  FP 

Canada’s  Competition  Bureau  has 
approved  Conrad  Black’s  purchase  of  the 
Financial  Post  newspaper  as  the  Canadian 
newspaper  baron  announced  his  purcha.se 
of  the  remaining  20%  interest  in  the  paper 
held  by  British  media  conglomerate 
Pearson  PLC. 

Black  intends  to  use  the  FP  as  the 
springboard  for  a  new  national  paper, 
scheduled  for  launch  in  October.  Southam 
Inc.,  which  he  controls,  struck  a  deal  with 
Sun  Media  to  trade  four  Ontario  dailies 
and  C$150  million  for  the  financial  paper, 
to  give  his  new  launch  a  platform  from 
which  to  battle  Thomson’s  Toronto  Globe 
and  Mail. 

“We  have  concluded  that  the 
combination  of  the  new  daily  with  the 
Financial  Post  will  not  prevent  competi¬ 
tion  substantially  in  the  marketplace,  and 
that  it  may,  in  fact,  result  in  even 
more  vigorous  competition,”  said  Konrad 
von  Finckenstein,  director  of  investi¬ 
gation  and  research  for  the  governmental 
bureau. 


Japan 

bankruptcy 

Hokkai  Times,  a  52-year-old  Japanese 
daily,  has  declared  bankruptcy  and  noti¬ 
fied  its  215  employees  that  they  will  all 
lose  their  jobs. 

In  a  news  conference,  senior  managing 
director  Koki  Ito  said,  “Although  this  plan 
has  not  yet  been  fleshed  out,  some 
employees  have  propo.sed  that  we  should 
build  a  new  newspaper  company  using  the 
same  corporate  name,  so  I  would  like  to 
say  that  we  are  only  suspending  publica¬ 
tion,  rather  than  giving  it  up  altogether.” 

The  paper,  small  by  Japanese  stan¬ 
dards,  had  a  circulation  of  90,0{X)  cover¬ 
ing  all  parts  of  Hokkaido,  Japan’s  north¬ 
ernmost  main  island. 

Independent 
profits  strong 

Independent  Newspapers  PLC  posted 
half-year  results  showing  operating  profits 
up  12%  to  $76.6  million. 

The  Dublin,  Ireland-based  publishing 
company  reported  revenue  9%  higher  to 
$434.6  million  and  eamings-per-share  up 


NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

9/8/98 

9/1/98 

9/8/98 

9/1/98 

A.H.  Belo  Corp.  (NY)+ 

19.813 

19.313 

24.500 

McClatchyCo.  (NY) 

32.125 

30.188 

31.625 

American  Media  Inc.  (NY) 

6.000 

5.875 

8.687 

Media  General  Inc.  (AM) 

45.750 

45.750 

38.937 

Central  Newspapers  Inc.  (NY) 

61.750 

60.750 

70.125 

New  York  Times  Co.  (NY)+++ 

29.875 

28.875 

49.187 

Dow  Jones  &  Co.  Inc.  (NY) 

48.750 

49.875 

45.062 

News  Corp.  Ltd. 

25.125 

25.250 

18.500 

E.W.  Scripps  Co.  (NY) 

46.313 

45.688 

39.875 

Pearson  Ltd. 

15.750 

17.000 

7.460 

Gannett  Co.  Inc.  (NY)# 

61.438 

58.875 

49.656 

Pulitzer  Publishing  Co.  (NY) 

77.000 

79.250 

54.000 

Gray  Comm.  Sys.  (NY) 

28.563 

29.063 

24.625 

Quebecor  Inc.  Class  A 

18.625 

18.625 

26.350 

Harte-Hanks  Inc.  (NY)++ 

23.375 

21.563 

31.812 

Sun  Media  Corp.  (TSE)## 

12.200a 

12.250a 

N/A 

Bollinger  International  (NY) 

14.875 

14.000 

13.187 

Thomson  Corp.  (TSE) 

37.850a 

35.300a 

33.250a 

Journal  Register  Co.  (NY) 

16.375 

16.438 

17.812 

Times  Mirror  Co.  (NY) 

58.000 

57.125 

52.625 

Knight  Bidder  (NY) 

47.938 

47.063 

52.812 

Tribune  Co.  (NY)* 

64.000 

62.875 

49.937 

Lee  Enterprises  Inc.  (NY) 

25.688 

25.313 

26.812 

Washington  Post  Co.  (NY) 

522.625 

513.063 

420.500 

*  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

#  Adjusted  for  2-for-1  stock  split  as  of  10/6/97 
##  Initial  public  offering  completed  on  12/15/97 


Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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We  didn’t  grow  into  the  nation’s 
7th  largest  newspaper  group  overnight. 


We  needed  a  good  15  years. 


♦  -r 


I  When  Richard  B.  Scudder  and  William  Dean 
Singleton  set  out  to  build  a  world-class 
newspaper  group  out  of  one  suburban  daily, 

I  most  people  thought  they  were  crazy.  Fifteen 
\  years  later,  nobody’s  laughing. 

i^MediaNews  Group,  Inc. 

MediaNews  Group  has  grown  into  the  7th 
largest  newspaper  group  in  the  country, 

I  publishing  40  dailies  and  over  100  non-dailies. 

And  we  did  it  by  bringing  innovative  ideas  to 
an  industry  known  for  its  reluctance  to  change. 

In  Los  Angeles  we  created  the  nation’s 
i  largest  daily  newspaper  cluster.  In  Denver  we 
turned  a  failing  newspaper  into  Colorado’s 
largest  daily.  We  were  the  first  U.S.  group  to 
print  on  50-inch  web  presses,  and  we  were  a 
;  leader  in  developing  system-wide  internet  ;  ' 

efficiencies.  We  did  all  this  without  compro- 
:i  mising  our  original  vision  to  deliver  more  local 
?  news  and  support  the  communities  we  serve. 

Want  a  glimpse  of  our  next  fifteen  years? 

I  Keep  reading  our  newspapers. 

Affiliated  Newspaper  Investments',  Inc.  1  Garden  State  Newspapers,  Inc. 
MediaNews  Group,  Inc,,  1560  Broadway.  Suite  1450,  Denver.  Colorado  80202  (303)  820-1959 


THE  BUSINESS  OF  NEWSPAPERS 


HOW  TO  CONTACT  EDITOR  &  PUBLISHER 

■  Mail;  1 1  West  19th  Street.  New  York,  NY  1001 1-4234 

■  E-mail:  edpub@mediainfo.com 

■  Phone:  (212)  675-4380 

■  Fax:  Editorial/Permissions  (212)  691-7287 
Advertising/Mail  Lists/Reprints  (2 1 2)  929- 1 259 
New  Media/Conferences  (2 1 2)  929- 1 894 

SUBSCRIBER  SERVICES  &  BACK  ISSUES 

■  New  subscriptions,  renewals,  subscription  payments,  change 
of  address,  back  copies,  annual  directories,  billing  questions, 
write  to:  E(SfP  Subscription  Dept.,  P.O.  Box  30(X),  Denville, 
NJ  07834-3000.  Phone:  (800)  783-4903  -  Mon.-Fri.,  9  a.m.- 
9  p.m.;  Sat.,  9  a.m.-4  p.m.  EST.  Fax:  (973)  627-5872. 

NEWS,  STORY  IDEAS,  PRESS  RELEASES, 

JOB  CHANGES,  OBITUARIES 

■  Plea.se  address  all  news  items  to:  George  Gameau,  managing 
editor.  Fax;  (212)691-7287. 

LETTERS/ARTICLE  SUBMISSIONS 

■  Please  include  your  name,  company  affiliation  and/or 
residence,  and  phone  number  (for  verification)  on  letters 
intended  for  publication.  Please  send  to  “Letters 

to  the  Editor.” 

■  Submissions  (nonretumable)  for  use  in  “Shop  Talk  at 
Thirty”  or  elsewhere  in  the  magazine  are  accepted  on 
speculation.  Submit  to  “Articles”  c/o  George  Gameau. 

E&P  ARCHIVES 

■  Online  access  to  EiS^P  magazine  archives  and  our  entire  Web 
site  archives  -  Editor  &  Publisher  Interactive  -  is  available  at 
http://www.mediainfo.com/Library.htm.  Charges  are  outlined 
on  our  Web  site  or  call  our  new  media  division  at  ext.  505. 

■  Editor  &  Publisher  is  available  in  microfilm  and  electronic 
products  form  from  UMl,  300  N.  Zeeb  Rd.,  P.O.  Box  1346, 
Ann  Arbor,  MI  48106-1346.  Phone:  (800)  521-0600. 

EDITORIAL  REPRINTS/PERMISSIONS 

■  To  order  reprints  of  articles  contact  Reprint  Services. 

Phone:  (612)582-3800 

■  To  obtain  permission  to  use  any  part  of  E&V,  contact 
information  services  manager  Shqipe  Malushi  at  ext.  35 1 . 

MAILING  LISTS 

■  Editor  &  Publisher  does  not  release  its  subscriber  list. 

■  The  comprehensive  database  of  the  Editor  &  Publisher 
International  Year  Book  is  available  in  hard  copy, 

CD-ROM  and  customized  lists  on  labels  or  disk. 

Contact  our  CD-ROM/database  representative  at  ext.  172. 

WEB  SITE/CONFERENCES/OTHER  SERVICES 

■  Access  information  about  E(S?P  products  and  services 
on  our  Web  site.  Editor  &  Publisher  Interactive 
http;//www.mediainfo.com. 

WHERE  YOU  CAN  PURCHASE  E&P 

■  Editor  &  Publisher  is  available  from  selected  book  and 
magazine  sellers  across  the  country.  For  a  complete  list 
of  sales  locations,  please  check  our  Media  Kit  on  the 
Efii'P  Web  site,  http://www.mediainfo.com. 


19%  to  14.040. 

“Our  performances  were  strong  worldwide  and  our  brands 
everywhere  showed  a  worthwhile  increase  in  market  share,” 
said  group  chief  executive  Liam  P.  Healy. 

Independent  has  holdings  in  Ireland,  the  United  Kingdom, 
France,  South  Africa,  Australia  and  New  Zealand. 

Real  estate  consolidation 

Network  Communications,  whose  real  estate  publications 
circulate  in  400  U.S.  markets,  has  purchased  Southeast 
Publishing  Ventures,  which  puts  out  apartment  and  home 
guides.  Terms  were  not  announced. 

Network,  based  in  Atlanta,  is  the  nation’s  largest  publisher  of 
real  estate  advertising  publications.  Southeast,  based  in 
Charlotte,  N.C.,  publishes  apartment  and  home  guides  in  North 
Carolina.  South  Carolina,  Texas  and  Florida.  “This  acquisition 
fits  perfectly  into  our  vision  of  becoming  dominant  in  the  apart¬ 
ment  book  market,”  said  NCI  president  and  CEO  Jay 
McDonald. 

Thomson  Buys  Louisiana 
Alternative 

Thomson  Newspapers  has  bought  into  the  alternative  new- 
paper  industry,  purchasing  the  Times  of  Arcadiana,  a  33,000- 
circulation  weekly  in  Lafayette,  La. 

The  mega-deal  —  reportedly  for  a  whopping  $14  million  — 
gives  the  Stamford,  Conn. -based  newspaper  firm  a  firm  grasp 
on  the  local  market.  Thomson  already  owns  the  4 1 ,000-circu¬ 
lation  Daily  Advertise?-  —  Lafayette’s  lone  daily  —  plus  a 
local  business  publication,  two  weekly  classified  papers,  and  a 
monthly  college  publication.  The  purchase  adds  two  classified 
publications  owned  by  the  Times  to  the  Thomson  fold. 

“We  weren’t  looking  to  sell,  but  their  offer  was  too  attrac¬ 
tive,”  Steve  May,  who  founded  the  alternative  paper  in  1980, 
told  the  Baton  Rouge  Advocate.  The  Times  has  long  been  a 
thorn  in  the  side  of  the  Daily  Advertiser  —  and  over  the  years 
has  drawn  retail  and  classified  advertising  from  the  daily, 
according  to  industry  observers. 

Inserts  up,  ROP  down 

Valassis  Communications  Inc.,  the  publicly  traded  promo¬ 
tions  firm  based  in  Livonia,  Mich.,  reported  revenues  increased 
8.9%  to  $178.9  million  in  the  quarter  ending  June  30,  1998. 
Free-standing  insert  sales  were  up  3.8%,  to  $135.1  million, 
while  run-of-press  revenue  decreased  5.3%.  The  company 
expects  continued  declines  in  ROR  Valassis  Sampling  continued 
its  positive  momentum,  with  a  130%  increase  in  revenues  for 
the  quarter.  The  firm  expects  record  earnings  in  1998.  “We  plan 
to  be  more  aggressive  in  our  pursuit  of  other  growth  opportuni¬ 
ties,”  said  president  and  CEO  Alan  F.  Schultz. 

Losing  its  ‘Voice’ 

To  settle  a  trademark  infringement  lawsuit  filed  by  the 
Village  Voice  {E&P.,  March  14,  p.  19),  NewVoice 
Communications  has  changed  its  name  to  Yesse 
Communications  and  its  flagship  alternative  in  Bloomington, 
Ind.,  is  now  called  the  Bloomington  Independent. 
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WHEN  YOUR  ADVERTISERS 


60  ONLINE, WHAT  WILL 


YOU  BE  LEFT  WITH? 


A  POINT  &  SHOP  MALL  KEEPS  THEM 
WITH  YOU,  WHERE  THEY  BELONG. 


When  you  open  a  Point  &  Shop™  online  mall  with  your 
name  over  the  door,  you  turn  a  potential  threat  into  an 
opportunity.  Point  &  Shop  malls  are  the  fastest,  easiest 
way  for  any  publisher  to  profit  from  online  commerce. 
Giving  advertisers  their  own  "store"  in  a  successful 
Point  &  Shop  mall  protects  and  expands  your  advertising 
sales  and  gives  you  a  new  profit  center,  instantly. 

ABSOLUTELY  NO  COST  TO  YOU. 

Internet  Tradeline  can  attach  a  Point  &  Shop  mall 
to  your  home  page  without  cost  or  effort.  It’s  a  com¬ 
pletely  turn-key  solution.  We'll  design  and  build  any 
number  of  secure,  transaction-capable  stores  virtually 
overnight,  and  give  retailers  the  tools  to  maintain  their 
own  sites.  Nothing  could  be  simpler,  or  more  risk-free. 
Visit  us  at  wvvw.pointshop.com  and  see  for  yourself. 


Watch  your  mail  for  our  special  offer: 
a  $20  rebate  on  any  Point  &  Shop  online  purchase. 
Can't  wait?  Call  us  at  1-800-872-3390  or  visit 
www.pointshop.com  for  eligibility  and  details. 


Point  &  Shop  is  a  trademark  of  Internet  Tradeline,  Inc. 
©1998  Internet  Tradeline.  Inc. 


BSP  VIEWPOINT 


Reshaping  our 
approach  to  news 


Not  just  another 
redesign,  but 
an  approach  that  will 
make  E&P  more 
timely,  harder-hitting 
and  analytical 
each  week 


Welcome  to  the  first  issue  of  a  new 
approach  and  new  look  for  Editor  & 

Publisher. 

It’s  the  culmination  of  efforts  to  reshape  the 
way  we  cover  the  newspaper  industry  —  not  just 
another  redesign,  but  an  approach  that  will  make 
E&P  more  timely,  harder-hitting  and  analytical  on 
a  weekly  basis. 

We’ve  altered  our  deadlines  to  give  us  more 
time  to  get  late-breaking  news  into  the  magazine. 

This  change  will  be  mo.st  apparent  in  the  upfront 
news  section,  where  pages  are  flagged  by  a  red 
and  black  border  down  the  side. 

You’ll  notice  we’re  now  playing  stories  in  a 
way  that  signals  how  E&P  editors  size  up  the 

importance  of  each  report.  And  we’ll  be  constantly  searching  for  that  special  E&P  edge 
on  all  stories  to  create  articles  you  can  find  nowhere  else. 

Enterprise  reporting  and  analysis  will  be  hallmarks  of  the  “new”  E&P  with  a  week¬ 
ly  “cover  story”  or  “special  report”  bringing  perspective  to  key  industry  trends  or  sig¬ 
nificant  developments.  This  week’s  “cover  story”  —  by  E&P's  financial  specialist 
Robert  Neuwirth  —  on  Warren  Buffett’s  Buffalo  (N.Y.)  News  is  a  prime  example  of  our 
new  approach. 

In  coming  months,  we’ll  highlight  exclusive  reports  from  our  .specialists  in  technol¬ 
ogy,  advertising,  circulation,  marketing,  new  media,  syndicates  and  news  services  — 
plus  coverage  from  our  Midwest,  Washington,  D.C.,  and  West  Coast  bureaus.  And  our 
coverage  will  continually  broaden  to  look  at  what  the  competition  is  doing,  increasing¬ 
ly  encompassing  new  media  models  and  interactive  news  operations  as  well  as  the  tra¬ 
ditional  areas  of  vital  interest  to  newspapers. 

Starting  with  a  dramatic  change  on  E&P's  cover  —  where  news  and  features  replace 
a  long-standing  ad  position  —  and  following  through  E&P's  three  distinctive  sections 
(News,  Features  and  Special  Reports),  we  have  taken  pains  to  create  a  package  that 
reflects  our  new  commitment.  We’d  be  delighted  to  hear  your  opinion  about  our  new 
approach. 


/  ^iwr 

Christopher  Phillips 

Publisher 


D.  Colin  Phillips 

Publisher 
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LETTERS  BS?P 


‘Right  on’  for 
just  saying  no 
to  anonymity 

Re:  “Wire  Service  Stories  Shunned,” 

(Aug.  15.  pp.  9-10),  an  open  letter  to  Mel 
Opotowsky,  the  Riverside,  Calif..  Press- 
Enterprise  managing  editor  who  refused 
to  run  wire  stories  on  Monica  Lewinsky 
because  they  failed  to  meet  the  paper's 
standards  on  sourcing. 

Dear  Mr.  Opotowsky, 

I've  been  reading  M.L.  Stein's  E&P 
reportage  for  more  years  than  1  care  to 
cite,  always  a  pleasure,  and  1  found  espe¬ 
cially  interesting  his  Aug.  15  piece. 

Before  I  compliment  you  and  your  pub¬ 
lisher,  however,  on  your  correct  decision 
to  stiff  unattributed-source  copy  from 
both  AP  and  the  New  York  Times  News 
Service  re  Monica  Lewinsky's  grand  jury 
appearance  just  east  of  me  here  in 
Virginia's  hunt  country,  1  need  to  first  set 
forth  a  word  or  two  about  my  own  jour¬ 
nalistic  background  so  one  doesn't  get 
the  idea  I'm  merely  trying  to  prong  my 
former  decades-long  competition. 

My  posts  at  the  Los  Angeles  Times- 
Washington  Post  News  Service  (a  direct 
competitor  of  NYTNS)  included  that  of 
editorial  director/CEO,  and  during  my  1 1 
years  in  the  Washington  Post  building,  1 
was  no  stranger  to  criticism  about  unat¬ 
tributed  sources.  For  21  years.  1  was  a 
reporter,  editor  and  manager  for  UPl  in 
Oregon.  Los  Angeles.  Stockholm,  London 
and  Washington,  D.C.  Of  course.  AP  and 
UPl  competed  fiercely,  but  each  declared 
unattributed  sources  absolutely  verboten. 

You  and  Marcia  McQuem  [publisherl 
were  absolutely  correct  in  going  with  the 
Scripps  Howard  News  Service  story.  I 
salute  you  for  it.  The  reaction  by  AP  and 
NYTNS  representatives  to  your  shunning 
of  their  copy  was  lame.  If  you'll  mail  me 
a  copy  of  your  February  1998  column 
scorning  the  use  of  unnamed  sources.  I'll 
frame  it  and  hang  it  in  a  prominent  place 
in  my  office  here  —  after  making  enough 
copies  to  hand  to  every  young  journalist  I 
can  find.  It's  great  to  see  that  the  integri¬ 
ty  and  professionalism  nurtured  for  so 
many  years  by  Tim  Hays  and  others  in 
Riverside  is  still  vigorous  and  setting 
high  standards  for  the  rest  of  the  industry. 
Congratulations. 


Douglas  A.  Gripp 
editor  in  chief, 
Loudoun  .^rts  Journal. 
Purcellville,  Va. 


He  was  our  guy 

Editor  &  Publisher's  story  (“AP's  Last 
Stand:  Long-Dead  Reporter  Rides 
Again,”  Aug.  15,  p.  6)  about  the  reenact¬ 
ment  of  the  battle  at  the  Little  Big  Horn 
was  erroneous.  Mark  Kellogg,  the 
reporter  who  died  in  the  battle,  was  an 
employee  of  the  Bismarck  Tribune,  given 
his  fatal  assignment  by  the  founder  of  the 
paper,  Clement  Lounsberry. 

Whatever  role  the  Associated  Press 
had  in  commissioning  Kellogg's  work, 
his  relationship  to  the  wire  service  was 
secondary  or  tertiary,  at  best.  Lounsberry 
secured  the  commissions,  paid  the 
expenses  and  chose  the  reporter  for  the 
expedition.  (In  later  years,  Lounsberry 
claimed  he  himself  planned  to  go  but  was 
diverted  by  a  family  illness  —  a  dubious 
but  interesting  assertion.) 

Kellogg's  dispatches  from  the  Custer 
expedition  appeared  in  the  Chicago  Times 
and.  most  notably,  the  New  York  Herald. 
as  well  as  the  Tribune.  Thus.  Kellogg  was 
no  more  an  AP  employee  or  correspon¬ 
dent  than  the  thousands  of  newspaper 
journalists  whose  work  the  cooperative 
picks  up  every  day.  In  the  interests  of 
speed  and  accuracy  in  the  year  of  the 
AP's  15()th  anniversary,  it  is  long  past 
time  to  get  this  particular  fact  straight. 

Tim  Fought 
editor, 

Bismarck  (N.D.)  Tribune 


50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Sept.  II,  1948 

Leading  presidential  candidates 
Thomas  E.  Dewey  and  Harry  S. 
Truman  were  preparing  to  hit  the 
campaign  trail  to  try  to  build  momen¬ 
tum  for  their  respective  political  par¬ 
ties. 

However,  a  month  before  the  cam¬ 
paign  got  underway,  Dewey  was  lead¬ 
ing  by  a  4-to- 1  margin  in  terms  of  edi¬ 
torial  support  among  U.S.  dailies.  An 
E&P  survey  revealed  Dewey  is  sup¬ 
ported  by  498  dailies,  with  his  main 
strength  coming  from  California’s  47 
dailies. 

Democrat  Truman  had  1 17  papers  in 
his  comer,  with  the  principal  backing 
in  the  South,  West  Virginia,  Oklahoma 
and  Missouri.  Meanwhile,  3%  of 
dailies  were  waiting  for  the  campaign 
to  begin  before  deciding  where  to 
throw  their  support. 
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E«SP 


NEWS  PEOPLE 


CHRONICLE-JOURNAL 

PATRICIA  ROBBENHAAR,  senior 
manager  with  BDO  Dunwoody  in 
Thunder  Bay,  Ontario,  has  been  appointed 
director  of  finance  at  the  Thunder  Bay 
Chronicle-Journal. 

DALLAS  MORNING  NEWS 

KATE  ROSE  MURPHY,  director  of 
business  development  at  Teleworks-DDB 
Needham,  Dallas,  has  been  appointed 
marketing  director  at  the  Dallas  Morning 
News. 

DES  MOINES  REGISTER 

MIKE  TOWNSHEND,  executive  edi¬ 
tor  at  the  Marin  (Calif.)  Independent 
Journal,  has  been  appointed  managing 
editor  at  the  Des  Moines  (Iowa)  Register. 

GANNETT  NEWSPAPERS 

BILL  MADDEN,  managing  editor/ 
administration  for  White  Plains,  N.Y.- 
based  Gannett  Suburban  Newspapers,  has 
been  named  public  relations  director. 

GLOBE  AND  MAIL 

PHILIP  CRAWLEY,  managing  direc¬ 


MIjRRAY  BEATTY 

JOURNAL  JOURNAL 

REGISTER  CO.  REGISTER  CO. 


tor  of  the  New  Zealand  Herald,  has  been 
named  president  and  chief  operating  offi¬ 
cer  of  Thomson’s  Toronto-based  Globe 
and  Mail. 

JOURNAL  REGISTER  CO. 

WILLIAM  T.  MURRAY,  publisher  of 
the  Torrington,  Conn.,  Register  Citizen, 
has  been  promoted  to  publisher  of  the 
Norristown,  Pa.,  Times  Herald. 

CHADWICK  M.  BEATTY,  publisher 
of  the  Middletown  (Conn.)  Press,  suc¬ 
ceeds  Murray  as  publisher  of  the  Register 
Citizen. 

MARTINSBURG  JOURNAL 

THOMAS  P.  LEE,  former  executive 
editor  of  the  Oshkosh  (Wis.)  Northwestern, 


The  TON  Publishing  Co.,  Inc. 

has  agreed  to  sell 


Troy  (OH)  Daily  News 

(1 1,300  daily  and  13,000  Sunday  circulation) 
to 

Pulitzer  Publishing  Co. 

We  are  proud  to  have  represented 
TDN  Publishing  Co.,  Inc.  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


119  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 

E-mail:  dirks.van.essen@internetmci.com  http://www.dirksvanessen.com 


MURPHY 

DALLAS 

MORNING  NEWS 


MADDEN 

GANNETT 

NEWSPAPERS 


has  been  named  publisher  of  the 
Martinsburg,  W.Va.,  Journal. 

STEVENS  POINT  JOURNAL 

DEBBIE  BRADLEY,  managing  edi¬ 
tor  at  the  Stevens  Point  (Wis.)  Journal,  has 
been  named  editor. 

THOMSON  NEWSPAPERS 

TRACY  LAYCOCK,  a  trainer  with 
Phone  Pro,  a  customer  service  company, 
has  joined  Thomson  Newspapers  as  a 
leadership  development  trainer  in  the  cor¬ 
porate  training  and  development  depart¬ 
ment. 

DAN  ARNOLD,  advertising  director  at 
the  Fond  du  Lac,  Wis.,  Reporter,  has  been 
appointed  Winnebago  SMG  director  of 
:  advertising  development,  a  Thomson 
i  company. 

TODD  HALVORSEN,  circulation/ 

]  marketing  sales  manager  at  the 
!  Austin  (Texas)  American-Statesman,  has 
been  appointed  circulation  market¬ 
ing  sales  director  at  the  Mesa,  Ariz., 
Tribune. 

JOHN  FUSCO,  general  sales  manager 
at  WOWK-TV  in  Huntington,  W.Va.,  was 
named  advertising  director  at  Thomson’s 
Altoona  (Pa.)  Mirror. 

TOM  BRENNAN,  editor  at  Thomson’s 
Mansfield,  Ohio,  News  Journal,  was  pro¬ 
moted  to  general  manager. 

TIMES  MIRROR  CO. 

BONNIE  GUITON  HILL,  president 
and  CEO  of  Times  Mirror  Foundation,  has 
I  added  the  title  and  responsibilities  of 
senior  vice  president  of  community  rela- 
j  tions  at  Times  Mirror  Co.’s  flagship  Los 
\  Angeles  Times. 

\  WILLIAM  R.  ISINGER,  senior  vice 
president  of  finance  at  the  Times,  was 
named  assistant  to  Times  president  and 
CEO  Kathryn  Downing. 

Downing’s  assistant,  RICHARD  W. 
STANTON,  was  appointed  senior  vice 
president  and  chief  financial  officer. 

JULIE  K.  XANDERS,  Times  Mirror 
Co.  deputy  general  counsel,  was  promoted 
to  senior  vice  president  and  general  coun- 
i  sel  at  the  Times. 
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by  Karim  Mostafa 


ExSfP  OBITUARIES 


ALLEN  DRURY,  80,  a  former 
reporter  in  the  Washington  bureau  of  the 
New  York  Times,  died  Sept.  2  of  cardiac 
arrest. 

As  an  author,  he  won  a  Pulitzer  Prize 
for  Advise  and  Consent,  which,  like 
many  of  his  19  novels  and  five  nonfic¬ 
tion  works,  was  based  on  Washington’s 
intrigues. 

BOB  GREEN,  the  66-year-old 
Associated  Press  golf  writer  who  cov¬ 
ered  more  than  1  ,(XH)  tournaments,  died 
of  cancer  July  30. 

RAYMOND  E.  HORTON,  89,  a  for¬ 
mer  Associated  Press  general  desk  editor 
and  New  York  state  editor  in  AP's  New 
York  City  headquarters  until  his  retire¬ 
ment  in  1974,  died  Aug.  29. 

NELSON  OSORIO  PATINO,  42,  a 
Colombian  journalist  who  was  general 
manager  and  partner  of  a  weekend  TV 
sports  magazine.  Gran  Prix,  and  pub¬ 
lisher  of  the  small  daily  newspaper  El 
Fiorentino  in  Florencia,  was  gunned 
down  by  a  motorcycli.st  Aug.  27. 

EDGAR  ALLEN  POE,  92,  a 
Washington  correspondent  since  1948 
for  the  New  Orleans  Times-Picayiine, 
died  Aug.  15  of  congestive  heart  failure. 
He  covered  the  Pacific  Theater  during 
World  War  II  and  was  one  of  the  first 
Allied  reporters  to  tour  Hiroshima's 
wreckage  after  the  atomic  bomb.  In 
Washington,  he  served  as  president  of 
the  White  House  Correspondents 
Association  and  the  Gridiron  Club. 

DICK  RORABACK,  68,  a  feature 
writer  and  copy  editor  at  the  Los  Anyeles 
Times,  died  Aug.  22  of  throat  cancer. 
Every  year  his  "Crack  of  the  Bat"  ode  to 
baseball’s  opening  day  runs  in  Paris’ 
International  Herald  Tribune,  where  he 
was  sports  editor  from  1957  to  1972. 

LORD  ROTHERMERE,  73,  a  lead¬ 
ing  U.K.  press  baron  of  his  generation 
and  owner  of  the  Daily  Mail,  Mail  on 
Sunday  and  London’s  Evening  Standard, 
died  Sept.  1  of  a  heart  attack. 

In  1951,  he  joined  his  family’s 
Associated  Newspapers,  which  he  took 
over  in  1971,  when  he  relaunched  the 
Daily  Mail  as  a  tabloid  geared  toward 
young  professional  women  and  the  con¬ 


servative  middle-class.  He  was  one  of 
the  last  British  press  lords  to  retain  con¬ 
trol  of  the  family  business. 

MICHAEL  F.  SCULLY,  52,  a  long¬ 
time  sports  columni.st  who  most  recently 
worked  at  the  weekly  Gloucester  County 
(N.J.)  Times,  died  Aug.  25. 

SOLON  G.  VLASTO,  94,  publisher 
of  what  was  once  the  largest  Greek-lan- 
guage  newspaper  in  the  United  States, 


Recipients  of  the  10th  annual  ALLEN 
H.  NEUHARTH  AWARDS  for 
Excellence  in  Journalism  are  LOUIS  D. 
BOCCARDI,  Associated  Press  president 
and  CEO,  and  TIM  RUSSERT,  modera¬ 
tor  of  NBC’s  Meet  The  Press.  Awards  of 
$10,(KX)  to  each  will  be  given  at  the 
University  of  South  Dakota. 

The  60th  Annual  Maria  Moors  CABOT 
PRIZES  for  reporting  on  Latin  America 
are  being  awarded  by  Columbia  University. 
Recipients  include:  .1.  JESUS  BLAN- 
CORNELAS,  editor  in  chief  and  co¬ 
founder  of  the  weekly  paper,  Zeta,  of 
Tijuana,  Mexico;  EDMUNDO  CRUZ 
VILCHEZ,  investigative  reporter  for  La 


the  Atlantis,  died  Aug.  24  in  Athens. 

TOMMY  WEST,  55,  a  San  Antonio 
newspaper  writer  known  for  his  columns 
"Trails  West’’  and  “South  Texas  Spirit” 
in  the  San  Antonio  (Texas)  Express- 
News,  died  Aug.  20. 

FRANKLIN  YATES,  88,  publisher 
of  the  Shelhyville  (Tenn.)  Times-Gazette 
from  1948  until  1994,  died  Aug.  25  after 
a  long  illness. 


Repuhlica,  Lima.  Peru;  ANDRES 
OPPENHEIMER,  Miami  Herald  for¬ 
eign  correspondent  and  columnist;  and 
WILLIAM  LAWRENCE  ROHTER 
JR..  Caribbean  and  Central  American  cor¬ 
respondent  of  the  New  York  Times.  Awards 
will  be  presented  in  New  York  City. 

The  1998  NATIONAL  HIGH 
SCHOOL  JOURNALISM  TEACHER 
OF  THE  YEAR  .4WARD  has  been  given 
to  KATHLEEN  D.  Z WEIBEL,  of  Potts- 
ville.  Pa.,  by  the  Dow  Jones  Newspaper 
Fund.  The  award  will  be  given  at  the  con¬ 
vention  of  the  Journalism  Education 
Association/National  Scholastic  Press 
Association  in  Washington.  D.C. 


Applications  invited  for 

NORTH  AMERICAN  JOURNALIST  EXCHANGE 
Canada  -  Mexico  -  United  States 
Year  6 

April-June  1999 

The  Institute  of  Intemationul  Education,  an  independent  educational  exchange  agencx  with  nearly  80  years 
of  experience,  announces  the  North  .American  Journalist  Exchange  program  for  Canadian.  Mexican  and  L'.S. 
Journalists.  The  program  is  sponsored  by  The  Freedom  Forum,  a  non-partisan  international  foundation  dedicated 
to  free  press,  free  speech  and  free  spirit  for  all  people.  Through  the  program,  a  journalist  from  each  of  the  three 
countries  will  sharpen  reporting  skills,  study  key  issues  in  North  American  international  relations,  and  obtain 
first-hand  experience  in  another  country  . 

Recipients  of  the  all-e.xpense-paid  fellowships  will  spend  three  months  in  the  North  American  host  country 
of  their  choice  on  assignment  to  a  new  spaper  or  peritxiical.  They  w  ill  be  provided  w  ith  facilities  to  enable  them 
to  research  and  write  stories  of  their  choice  for  their  home  publications. 

Selection  Criteria: 

1.  At  least  three  years  of  professional  experience  as  print  journalist  (newspaper  or  periodical). 

2.  Current  employment  (mid-career  level)  with  an  independent  media  organization.  The  employer  must 
support  the  applicant's  participation  in  the  pre^am,  continue  salary  during  the  fellowship  and 
guarantee  continued  employment  on  return. 

3.  Good  to  excellent  command  of  the  language  of  the  host  country. 

The  deadline  for  receipt  of  completed  applications  is  November  30,  1998. 

For  further  information,  and  to  obtain  an  application,  please  contact; 

Patricia  S.  Link,  Manager,  North  American  Journalist  Exchange 
Institute  of  International  Eoucation 
809  United  Nations  Plaza,  New  York,  NY  10017 
Telephone:  212-984-5390  •  Fax;2 12-984-5393  •  E-mail:plink@iie.org 
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fSINNO)  HVSSIt 


BY  ROBERT  NEUWIRTH 


Billionaire 
Buffetts 
Bonanza  in 


He’s  built  one  of  the  nations 
most  profitable  papers 


The  Buffalo  News  has  ancient  presses,  a  slim  staff 
and  a  weak  presence  on  the  Web,  but  there’s  noth¬ 
ing  feeble  about  its  bottom  line. 


Buffalo  News  publisher  Stanford  Lipsey 


there  are  several  privately  held  papers  that 
produce  better  profit  margins  than  the 
News.  He  says  good  journalism,  not  busi¬ 
ness  acumen,  is  the  real  story. 

“I’ve  never  told  them  what  percentage 
news  hole  they  should  have  and  what  kind 
of  margins  they  should  have,”  he  said. 
"Their  Job  is  to  cover  Buffalo  as  best  they 
can.  That  will  produce  enough  money.” 

Certainly  the  News  has  been  helped  by 
the  area’s  demographics.  Buffalo  is  the 
46th  largest  market  in  the  nation;  People 
there  tend  to  stay  put,  sinking  roots,  and 
newspaper  readership  exceeds  the  nation¬ 
al  average.  But  those  in  the  know  say  suc¬ 
cess  is  also  guaranteed  because  Buffett 
and  Lipsey  are  tough-minded  managers 
guided  by  a  simple  strategy. 

“It’s  really  not  very  mysterious,”  says 
former  News  executive  Ralph  Wray. 
“Manage  costs  down  and  apply  a  pricing 
philosophy.”  Or,  in  layman’s  terms,  slash 
expenses  and  increase  revenues  without 
advertiser  outrage  by  slowly  and  steadily 


try  average.  Indeed,  over  the  past  five 
years,  the  News  has  boasted  the  best  prof¬ 
it  margins  in  the  business,  out-performing 
all  other  publicly  reported  papers  in  the 
U.S.  And  this  in  a  fading  manufacturing 
city  where  half  the  people  earn  less  than 
$19,000  a  year. 

How  does  Buffett  do  it? 

When  he  bought  the  News  in  1977  for 
$32.5  million,  the  p.m.  paper  had  almost 
twice  the  circulation  of  the  rival  Courier- 
Express.  But,  lacking  a  Sunday  edition,  it 
was  light  on  profits. 

So  Buffett  bankrolled  a  weekend  war, 
spending  tens  of  millions  of  dollars  to 
launch  a  Sunday  paper.  The  Courier- 
Express  couldn’t  compete:  It  folded  in 
1982,  giving  Buffett  a  monopoly  position 
in  New  York  state’s  second-largest  city. 
The  News  —  which  now  claims  more 
than  25%  of  its  252,705  circulation  from 
morning  editions  —  has  been  a  gravy 
train  almost  ever  since. 

The  fabled  Omaha  investor  insists 


When  Buffalo  News  publisher 
Stanford  Lipsey  shows  up  at  an 
industry  meeting,  he  often  gets 
some  good-natured  gibes  from 
Washington  Post  publisher  Donald 
Graham.  The  subject  is  always  the  same: 
the  amazing  profitability  of  the  upstate 
New  York  paper,  owned  by  famed  invest¬ 
ment  guru  Warren  Buffett. 

“The  margins  speak  for  themselves,” 
says  Graham.  “In  the  pure  business  sense, 
it’s  awesome.” 

“We  have  less  of  a  focus  on  profits  than 
any  other  newspaper  chain  in  the  country,” 
Lipsey  responds,  noting  that  the  paper 
devotes  59%  of  its  page  space  to  news  — 
well  above  the  industry  average. 

But  Graham  has  reason  to  be  bowled 
over.  Last  year,  his  company  produced  an 
operating  margin  of  20%.  But  the  News 
blew  that  away.  With  revenues  of  $155.5 
million  and  $55.4  million  in  earnings  last 
year,  the  News  posted  a  profit  margin  of 
almost  36%  —  close  to  double  the  indus¬ 


Newspaper  pressroom  or  mint?  The  frugal  use  of  older  equipment  has  helped  the  News  maximize  profits.  Buffalo. 

raising  ad  rates.  local  appliance  and  furniture  stores  buys  a  antiques.  The  News  still  prints  on  the  same 

Lipsey  credits  the  paper’s  industry-  full-page  ad  and  a  six-page  insert  almost  1956  Wood  presses  Buffett  inherited  when 

leading  penetration  rates  —  64%  daily  every  week,  complains  mightily  about  the  he  bought  the  paper,  giving  it  a  faded  look 

and  80%  on  Sundays  in  its  core  market.  News'  rate  hikes.  “I  don't  understand  how  in  this  era  of  splashy  color, 

according  to  reports  filed  with  the  Audit  you  can  continue  to  charge  more  for  a  "They're  held  together  with  spit  and 

Bureau  of  Circulations  —  with  giving  it  product  that  is  losing,  not  gaining."  he  glue."  said  Marian  Needham,  executive 

the  ability  “to  steadily  increase  rates  says,  referring  to  the  paper's  6.5%  drop  in  secretary  to  the  contracts  committee  of  the 

where  other  papers  might  fear  to  do  so.”  daily  circulation  in  the  past  year.  But  he  Newspaper  Guild  and  a  longtime  staffer  of 

Over  the  past  10  years,  the  News'  concedes  that  with  its  penetration,  the  its  Buffalo  local, 

advertising  rates  have  risen  more  than  News  is  a  must-buy  for  his  retail  business.  Robert  J.  Casell,  senior  vice  president 

twice  as  fast  as  inflation.  Between  May  “It  is  one  of  the  strongest  delivery  vehi-  of  operations,  who  came  to  the  News  five 

1988  and  May  1998,  the  charge  for  classi-  cles,”  he  says.  years  ago  from  Knight  Bidder,  concedes 

fied  advertising  jumped  86%  while  dis-  Lipsey  insists,  however,  that  his  adver-  that  the  News'  color  quality  is  far  from 
play  rose  75%.  Last  year’s  increase  in  tising  rates  and  increases  are  in  line  with  flashy.  He  salutes  the  paper's  pressmen  for 

both  categories  topped  5%  —  an  amount  the  rest  of  the  industry.  doing  a  masterful  job  w  ith  Neanderthal 

analyst  Peter  Appert.  of  banking  firm  BT  equipment,  saying.  “They  are  as  much 

Alex.  Brown,  termed  “extraordinary.”  PRESSES;  SPIT  &  GLUE  responsible  for  our  success  as  Stan  or 

“When  you’ve  got  tremendous  penetra-  Here’s  one  of  the  major  factors  that  Warren." 
tion  and  all  close  in,  you've  got  maybe  the  make  newspapers  a  good  investment.  Though  many  at  the  paper  clearly  sali- 

best  advertising  buy  in  America.”  Lipsey  according  to  Buffett.  “Every  now  and  then  vate  at  the  thought  of  acquiring  modem 

says.  “The  question  is,  are  they  willing  to  you  make  a  huge  investment  in  presses,  machinery  —  managing  editor  Margaret 

pay  a  buck  for  a  little  water  and  sugar.”  but  they  last  a  long,  long  time.”  Sullivan  pronounces  herself  “sick  with 

Advertisers  have  little  choice  but  to  The  News  is  a  prime  example  of  that  envy”  over  what  other  papers  can  do  w  ith 
ante  up.  Paul  Rosa,  whose  chain  of  five  truth.  Its  presses  practically  qualify  as  graphics  and  complex  colors  —  Casell 
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insists  that  state-of-the-art  machinery  is 
not  a  priority. 

“These  will  keep  printing  long  after 
you  and  I  are  gone,”  he  says,  pointing  at 
the  chugging  letterpress  machines  through 
a  window  overlooking  the  pressroom. 
“There  are  a  lot  of  things  I  could  do  with 
new  presses  that  1  can’t  do  with  these.  But 
do  I  need  them  to  run  the  business?  No.” 

Still,  the  ancient  presses  do  create  a 
headache  for  the  company.  Parts  are  no 
longer  available.  So  the  News  has  an  in- 
house  staff  of  machinists  who  fabricate 
whatever  items  they  need.  Because  of  its 
skilled  machinists,  the  News  has  become 
principal  parts  supplier  for  the 
Huntington,  W.Va.,  Herald-Dispatch, 
which  has  equally  old  Wood  presses. 

Casell  says  that  if  the  News  were  still  in 
a  war  with  a  rival  daily,  the  paper  might 
well  have  opted  for  new  presses.  “In  a 
competitive  market,  certainly  that  would 
add  elements  to  this  that  don’t  currently 
exist,”  he  said.  But,  given  that  the  News  is 
the  only  game  in  town,  he  added,  “We’re 
not  going  to  drop  $60  million  on  new 
presses.” 

A  TIGHT  STAFF 

The  News'  newsroom  is  extremely  lean, 
with  staffing  levels  at  least  25%  below 
comparably  sized  papers  across  the  coun¬ 
try.  The  newsroom,  Lipsey  reports,  has 
approximately  190  full-time-equivalent 
positions  (that’s  the  number  of  staffers  the 
paper  would  have  if  it  prorated  its  hourly 
employees  and  added  them  to  the  number 
of  full-timers). 

By  contrast,  the  Fort  Lauderdale,  Fla., 
Sun-Sentinel,  with  almost  identical  daily 
circulation,  has  twice  as  many  newsroom 
employees.  The  Hartford  (Conn.) 
Courant,  with  slightly  lower  circulation, 
boasts  339  newsroom  staffers.  And  the 
Democrat  and  Chronicle  in  nearby 
Rochester,  which  has  30%  less  circulation 
and  serves  a  smaller  city,  has  183  in  the 
newsroom  —  still  lean  but  less  mean  than 
the  News. 

In  part,  the  paper  has  kept  its  staff  size 
down  by  using  a  stable  of  freelancers  to 
cover  the  suburbs  (this  practice  should 
decrease  under  an  agreement  signed  with 
the  Newspaper  Guild  last  year). 

But  even  with  the  freelancers,  reporters 
complain  that  the  staff  is  simply  insuffi¬ 
cient  to  cover  the  state’s  second-largest 
city. 

“It’s  a  source  of  frustration  for  me,” 
said  local  columnist  Donn  Esmonde.  “I 
run  into  story  leads  when  I’m  doing 
columns,  and  the  beat  reporters  are  gen¬ 
uinely  too  busy  to  follow  up.” 

Adds  city  hall  reporter  Phil  Fairbanks, 
“Every  day  you  run  into  a  problem  that 
somehow  has  its  root  cause  in  the  fact  that 


Buffett  and  Newspapers 


Warren  Buffett  has  a  long  history 
in  the  newspaper  business. 

His  maternal  grandparents  owned 
the  Cuming  County  Democrat,  a 
Nebraska  community  weekly.  After  his 
father  was  elected  to  Congress  in  1942, 
Buffett  worked  as  a  paperboy  in 
Washington.  D.C.,  with  five  delivery 
routes  for  the  Washington  Post  and  the 
now-defunct  Times  Herald.  In  1945,  at 
age  14,  he  took  $1,500  in  prof- 
its  and  bought  40  acres  of 
Nebraska  farmland. 

In  the  1950s,  he 
returned  to  Nebraska  and 
worked  as  a  circulation  rr 
supervisor  at  the  Lincoln 

Later,  he  bought  the 
Sun,  a  group  of  Omaha-  f 

area  weeklies.  The  news- 
papers  won  a  Pulitzer  in 
1 974  for  an  investigative 
series  on  the  amazing 
pile  of  money  con-  Ik  | 

trolled  by  the  Boys  j 

Town  charity  empire.  1 

Kfiighl-Ridder  Trihune/TIM 

there  aren’t  enough  reporters  and  editors.” 

Editor  Murray  Light,  who  has  been  at 
the  paper  for  almost  five  decades,  con¬ 
cedes  that  his  newsroom  is  thin.  “When 
you  look  at  other  newspapers  our  size, 
you’d  say  we  certainly  have  a  tight  staff,” 
Light  said.  “Has  it  really  hurt  us  in  any 
significant  way?  1  don’t  believe  so.” 

Sullivan,  who  is  widely  considered 
Light’s  heir  apparent,  also  acknowledged 
that  the  newsroom  is  running  a  bit  lean. 

“Even  though  we  have  a  relatively 
small  staff,  I  think  we  do  really  good 
work,”  Sullivan  said.  “This  paper  has  a 
strong  reporting  tradition.  I  think  we  do  a 


Buffalo  News  editor  Murray  Light 
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The  initial  tip  that  led  to  the  series 
came  from  Buffett. 

Buffett  also  appreciates  the  money 
he  can  make  from  newspapers. 

“The  newspaper  was  the  beneficiary 
of  the  traditional  method  of  retailing,” 
he  says.  “It  was  a  marvelous  way  of 
talking  to  the  customer.  It  still  is.” 

Over  the  years,  Berkshire  Hathaway, 
Buffett’s  publicly  traded  firm,  has 
purchased  stakes  in  the 

— ^  Washington  Post  (today  the 

N,  firm  owns  around  40%  of 
\  that  national  media  empire, 

"  \  and  Buffett  is  on  the 

Post  Co.  board),  the 
Boston  Globe, 
Capital  Cities  — 

, — V  /  which  owned  the  Kansas 

City  Star,  and  Women’s 
Wear  Daily,  and  the  ABC 

television  network  —  and 

Gannett  Co.,  the  nation’s  largest 
1  newspaper  company. 

I  Buffett  provides  a  simple  ratio- 

k  nale  for  these  investment  deci- 

ML  sions.  “I  love  papers,”  he  says. 

GOHEEN 

hell  of  a  job  with  what  we  have.”  She 
noted  that  the  paper  is  trying  to  make 
it.self  livelier  and  is  playing  enterprise  sto¬ 
ries  on  the  front  page. 

For  his  part,  Lipsey  says  simply,  “I 
don’t  live  by  industry  standards.” 

The  unionized  reporters  are  relatively 
well-paid  —  the  News  boasts  the  17th 
highest  salary  in  the  country  for  a  reporter 
with  five  years  on  the  Job,  according  to  the 
Newspaper  Guild.  But  the  staff  still  works 
on  decades-old  green-screen  SII  Coyote 
terminals.  And  the  newsroom  boasts  Just  a 
handful  of  computers  where  reporters  can 
access  the  Internet.  Staffers  also  complain 
that  the  paper’s  Web  site 
(www.buffnews.com)  is  almost  pure 
advertising  and  has  no  articles. 

“The  News  is  obviously  a  wildly  prof¬ 
itable  company,”  Esmonde  said.  “In  the 
minds  of  people  in  this  newsroom,  more 
of  that  profit  should  be  reinvested  to  make 
this  a  better  paper.” 

MAKING  PAPERBOYS  PAY 

Buffett  made  his  first  $10,()(X)  working 
as  a  paperboy  in  Washington,  D.C.,  and 
parlayed  that  into  his  estimated  $30  bil¬ 
lion  fortune.  But  it  isn’t  likely  that  any  of 
the  News'  3,500  teen  carriers  will  be  able 
to  follow  the  same  route  to  success. 

That’s  because  the  paper,  like  many 
others  across  the  country,  has  been  offer¬ 
ing  its  subscribers  the  option  of  paying  by 
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mail.  And,  to  compensate  for  the  added 
administrative  costs,  the  News  is  taking  a 
big  chunk  out  of  what  its  carriers  earn. 

For  a  seven-day  subscriber,  paperboys 
and  girls  at  the  News  have  been  earning 
820  a  week.  Under  the  new  plan,  if  a  sub¬ 
scriber  pays  by  mail,  that  will  drop  by 
21 0  —  a  25%  pay  cut  for  the  teenagers. 

Lipsey  insists  that  the  carriers  ratified 
the  25%  charge.  “Overwhelmingly  they 
said  they’d  be  tickled  to  death  to  make 
less  if  they  didn’t  have  to  collect,”  he  said, 
adding  that  the  policy  will  only  affect 
new  routes  and  carriers  white  current  car¬ 
riers  will  be  grandfathered  in  at  the  high¬ 
er  rate. 

But  several  current  and  former  carriers, 
all  of  whom  asked  to  remain  anonymous, 
complained  about  the  new  policy,  assert¬ 
ing  that  it  made  what  is  already  a  tough 
job  much  less  desirable. 

Carriers  also  complained  that  the  paper 
forces  them  to  regularly  insert  product 
samples  and  carry  extra-heavy  bundles 
along  their  routes,  but  that  they  do  not 
receive  any  additional  compensation  for 
their  efforts.  The  New  York  State 
Department  of  Labor  is  looking  into 
charges  that  the  teen  carriers  are  being 
mistreated  by  the  paper. 

THE  NUMBERS  GAME 

Though  the  News  told  ABC  that  it 
offers  full  credit  for  all  unsold  papers, 
executives  and  distributors  have  con¬ 
firmed  that  the  paper  had  an  unofficial 
cap  on  refunds  for  returns. 

Under  the  policy,  distributors  say,  they 
got  a  maximum  credit  of  5%  of  their  daily 
draw,  no  matter  how  many  papers  didn’t 
sell.  David  T.  Fix,  a  former  distributor 
who  was  recently  let  go  as  part  of  a 
shake-up  in  the  circulation  department, 
said  his  route  averaged  30%  returns.  By 
contrast,  in  last  year’s  ABC  audit,  the 
paper  reported  returns  of  less  than  4%  in 
the  core  market  and  6%  in  the  region. 
“The  Buffalo  News  always  played  the 
numbers  game,”  Fix  said. 

Lipsey  acknowledged  that  the  paper 
had  some  circulation  irregularities,  say¬ 
ing  that  things  had  been  screwy  because 
of  the  former  circulation  manager,  who 
recently  pleaded  guilty  to  embezzlement 
and  is  now  in  jail. 

Of  the  distributors  who  complained 
about  the  returns  policy,  he  said, 
“Evidently,  even  with  5%,  they  were  still 
making  a  very  good  living.” 

The  paper,  he  said,  has  hired  auditors 
to  review  circulation  paperwork.  In  May, 
it  notified  distributors  that  it  was  moving 
to  give  them  credit  for  all  returns. 

“We  wanted  to  make  sure  that  we  were 
scrupulously  clean.”  Lipsey  said.  “We’re 
going  to  build  from  a  base  that  is  100% 


The  News’  vintage  1950s  Wood  press  units  that  are  so  out-of-date  that  replacement 
parts  are  no  longer  available.  Instead,  the  News  has  a  machine  shop  that  makes  parts. 


paid.”  He  admitted,  however,  that  with  the 
new  returns  policy,  the  paper  has  “taken  a 
hit,”  and  was  expecting  a  circulation  loss 
of  “a  few  thousand  daily.” 

Lipsey  said  he  expected  that  a  new 
agreement  to  put  news  racks  right  at  the 
checkout  lanes  of  local  grocery  stores 
will  make  up  for  any  circulation  drop  due 
to  the  new  returns  policy. 

The  paper  has  also  recouped  some  of 
the  money  by  raising  the  price  distribu¬ 
tors  pay  for  the  paper.  Under  the  old  sys¬ 
tem,  distributors  paid  27.50  for  each  copy 
of  the  paper.  Now,  w  ith  full  returns,  they 
pay  320  —  16%  more. 

PROFIT  ENVY 

With  major  interests  in  Washington 
Post  Co.  and  Gannett  Co.,  Buffett  clearly 
loves  newspapers  —  and  not  just  for  the 
money  they  make.  “A  newspaper  is  a  very 
special  institution,”  he  says.  “The  kind  of 
community  you  have  reflects  the  kind  of 


newspaper  you  have.” 

But  Buffett's  success  in  Buffalo  hasn’t 
made  the  paper  universally  beloved. 
Indeed,  says  Stephen  Banko,  director  of 
communications  for  Buffalo  Mayor 
Anthony  Masiello,  the  in-joke  in  local 
political  circles  is  that  “no  matter  how 
many  people  get  mad  at  you,  you’re  still 
not  as  unpopular  as  the  newspaper.” 

To  be  fair,  it’s  not  unusual  for  politi¬ 
cians  to  complain  about  their  local 
papers,  particularly  when  they  have  as 
much  swat  as  the  News,  which  is  the 
dominant  voice  in  its  region. 

But  Ken  Cowdery,  who  heads  the 
Clarkson  Center,  a  local  human  services 
organization,  and  salutes  the  News  for  its 
local  coverage,  insists  that  the  paper  owes 
more  to  Buffalo.  “Warren  Buffett  could 
do  an  awful  lot  for  our  community,”  he 
said.  “What  does  he  as  an  individual  and 
corporation  put  back  in?  What  the  news- 
see  Buffett  on  page  63 


John  Hickey.  Buffalo  News 
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BY  DAVID  NOACK 


Newspaper  in  a\bry 

SMALL  PLACE 


Despite  the  fact  that  the  town  they  cover  has  only  one  stoplight  and  5,000  residents, 
local  publishers  continue  to  publicly  pummel  each  other  as  they  jockey  for  advantage. 


A  newspaper  feud  in  a  5,000-popu-  business  and  that  Counts  feels  threatened 
lation  town  in  a  rural  area  of  by  the  competition, 
southern  Florida  has  turned  ugly. 

An  article  pleading  for  the  readership  to 
save  one  publisher  from  “picking 
oranges”  for  a  living,  and  a  public 
exchange  of  publishers’  accusations  have 
set  the  battle  lines  and  the  nasty  tone  — 
and  all  this  in  a  town  with  one  stoplight. 

The  feud  between  the  two  weeklies,  the 
Indiantown  News  and  the  Grapevine,  also 
in  Indiantown,  has  become  a  personal  cru¬ 
sade  of  Lonnie  O.  Counts,  the  publisher 
and  owner  of  the  News,  and  newcomer 
Stacey  Whitaker,  the  publisher  and  editor 
of  the  7-month-old  Grapevine. 

Counts  asserts  that  the  Grapevine  is 
trying  to  steal  his  advertisers,  while 
Whitaker  says  she’s  not  trying  to  put  any¬ 
body  out  of 


his  paper  after  being  fired  by  his  soon-to- 
be  competitor,  the  Sun,  where  he  was  an 
advertising  salesperson. 

“They  fired  me,  and  1  just  put  out  a 
paper  with  the  same  advertising  they  had. 
It  took  five  years.  They  hung  on,  although 
they  didn’t  have  any  advertisers,”  recalls 
Counts,  who  started  the  paper  with  $875. 
“They  were  really  mad  at  me.” 

Whitaker,  23,  is  not  a  disgruntled  em¬ 
ployee.  Though  Counts  claims  she  did  ap¬ 
ply  for  a  Job  at  the  News,  Whitaker  denies 
that.  She  says  she  decided  to  return  to  In¬ 
diantown,  where  she  was  raised,  and  start 
a  paper  after  graduating  last  December 
with  degree  public  relations  degree  from 
the  University  of  Florida  in  Gainesville. 

“I  was  familiar  with  that  (the  News) 
newspaper. . . .  They  have  become  kind  of 
lax  in  recent  years,”  she  says.  “They  don’t 
cover  much  local  news,  and  they  don’t 
spotlight  the  good  things  that  are  going 
on.”  She  says  it  did  not  take  much  money 
to  start  up  the  paper.  She  sold  advertising 
prior  to  publishing  and  already  had  most  of 
the  computer  equipment  needed  to 
do  the  layout  and 
production  work. 

She  recently 
became  director 
of  public  relations 
for  a  law  firm  in 
Stuart,  Fla.,  and 
will  be  taking  on 
some  part-time  staff 
at  the  paper  to  help 
with  the  workload. 


HE  SAID,  SHE  SAID 

The  feud  stems  from  stories  in  the 
News  accusing  Whitaker  of  being  unable 
to  sell  ads.  The  News  also  published  a  full 
front-page  article  by  Counts’  wife,  Sylvia, 
pleading  with  the  town.  “If  the  Grapevine 
forces  us  out  of  business  by  giving  away 
advertising  and  operating  at  a  loss  until 
this  is  acquired,  Lonnie  will  have  to  pick 
oranges  while  1  attend  IRCC  (Indian  River 
Community  College)  learning  to  use  a 
computer  so  that  I  can  obtain  work  that 
will  pay  enough  to  support  us,”  she  wrote. 

But  history  may  just  be  repeating  itself. 
Counts  instigated  the  demise  of  his  com¬ 
petitor,  the  Indian¬ 
town  Sun,  when  he 

S  started  the  News  in 

_  1984.  By  1989,  the 

Sun  was  history. 

In  fact.  Counts, 
73,  started 


rapevine 


'FEATURES  - 

'«  Slipo,,  o, 
TiOT 


Fire  Rescue  WorUers-| 

24  Hours  With  Station  2^  1 


DOLLARS  & 
SENSE 

But  in  a  rural 
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Publishers  of  the  Indiantown 
News  and  the  Grapevine  are 
engaged  in  a  nasty  public  feud. 


Two  Extremely  Valuable 
Sources  for  Demographic 
aud  Market  Data 

Order  BOTH  the  E&P  Market  Guide  &  U.S.  Market  Forecasts 
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OR  order  the  CD-ROM  versio 
Forecasts  for  only  $195  a 

E&P’s  74th  edition  of  the  Market  Guide  is  filled  with  the  most 
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every  state,  province,  county  and  daily  newspaper  market  city  in 
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et  Guide  &  U.S.  Market 
ive  the  book  versions  free! 

U.S.  Market  Forecasts  is  a  comprehensive  collection  of  demo¬ 
graphic,  household,  economic  and  retail  statistics.  The  coming 
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marketing  plans.  This  source  book  profiles  communities  with 
2,500  residents  or  more.  U.S.  Market  Forecasts  offers  a  wealth 
of  information  on  major  changes  likely  to  affect  all  kinds  of 
businesses. 

ORDER  YOUR  COPIES  TODAY! 


□  YES!  Please  rush  me _ set(s)  of  the  74th  edition  of  The  Market  Guide  and  U.S.  Market  Forecasts. 
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and  U.S.  Market  Forecasts  each  year  automatically  along  with  your  bill  in  May.  I  save  5%. 

□  I  would  like  to  order  a _ copy(s)  of  the  CD-ROM  version  with  both  Market  Guide  &  Market  Forecasts  for  only  $795  each 

and  receive  the  book  versions  FREE! 
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(all  credit  card  orders) 

Payment  must  accompany  all  orders.  NY,CA,DC,OH,and  Canada  residents,  please  add  appropriate  sales  tax. 

Mail  your  order  to  Editor  &  Publisher,  11  West  19th  Street,  New  York,  NY  10011-4234. 


The  papers  are  similar.  Both  papers  are 
mailed  to  homes  and  distributed  at  local 
stores.  The  News  claims  a  circulation  of 
4,000,  while  the  Grapevine  boasts  6,000. 
Both  newspapers  are  printed  by  the  same 
local  commercial  printing  company. 

Both  papers,  which  generally  run 
between  six  to  eight  pages,  carry  mostly 
the  same  news  and  information  —  Kiwan- 
is  Club  happenings, 
calendar  announce¬ 
ments,  school  news 
and  local  columns. 

Whitaker  says  that 
she  also  covers  hard 
news,  such  as  pub¬ 
lishing  a  picture  of  a 
home  destroyed  by 
fire,  while  the  News 
notes  that  “chasing 
fire  trucks,  stopping 
at  accidents  or  crime 
scenes,  we’ve  found 
are  a  waste  of  time.” 

“Our  paper  is 
written  so  all  walks  of  life  can  read  and 
understand  it.  We  don’t  put  in  big  words 
that  you  have  to  get  a  dictionary.  We  are  a 
down-to-earth  hometown  newspaper,” 
Counts  says. 

Counts  says  that  Indiantown,  located  in 
the  western  part  of  Martin  County  near 
Palm  Beach  County,  just  doesn’t  have  the 
advertising  muscle  to  support  both  papers. 
Whitaker,  though,  believes  the  county  is 
growing.  She  says  that  the  east  side  of  the 
county  is  becoming  overcrowded  and 
expects  it  to  trickle  down  to  the 
Indiantown  area.  “There  are  not  enough 
businesses  in  town  to  support  two  papers. 
She  has  to  go  to  the  same  people  because 
that’s  all  that’s  here.  Some  people  adver¬ 
tise  in  both,”  Counts  says. 

Whitaker  says  that  both  papers  can  co¬ 
exist,  but  admits  she  doesn’t  know  how 
long  advertisers  will  buy  ads  in  both. 

ACCUSATIONS  FLY 

Both  publishers  claim  the  other  is  not 
playing  fair.  Counts  claims 
that  Whitaker  runs  classified 
ads,  whether  she  is  paid  for 
them  or  not.  “She  leaves  the 
same  ads  in  whether  she  gets 
paid  for  them  or  not,”  Counts 
claims.  “Her  classified  ads 
are  mostly  from  out  of  town. 

I  don’t  know  where  she  gets 
them.  1  think  she  goes  to 
some  other  publication  and 
takes  them  out.  She  ran  an  ad 
that  I  had  in  the  paper  for  so 
long  that  the  people  had  to 
change  their  phone  number. 

She  didn’t  take  the  ad  out.” 

Whitaker  denies  that  she 


has  lifted  classified  ads  from  other  publi¬ 
cations.  She  says  during  the  first  month  of 
publishing,  she  offered  free  classified  ads 
as  a  way  to  build  the  section.  After  that 
she  has  charged  $5  per  ad  for  20  words. 

Counts  also  says  that  Whitaker  has  con¬ 
fused  people  by  not  making  it  clear  which 
paper  she  represents.  “That’s  the  way  she 
got  to  some  people.  She  did  not  make  it 
clear  that  it  was  not 
the  News,  it  was  the 
Grapevine.  So  she 
got  a  couple  of  ads 
like  that,”  Counts 
claims.  But  Whit¬ 
aker  says  that  she 
never  misrepresent¬ 
ed  who  she  was 
when  selling  adver¬ 
tisements.  “1  intro¬ 
duced  myself  and 
obviously  explained 
that  1  was  starting  a 
new  paper,  the 
Grapevine.  I  gave 
them  a  rate  sheet  with  the  Grapevine  print¬ 
ed  boldly  on  the  top,  1  gave  them  a  busi¬ 
ness  card  with  my  name  and  the  Grapevine 
on  it,  and  1  showed  them  the  dummy  I  had 
created  with  the  Grapevine  masthead  blaz¬ 
ing  across  the  front.  Now  what  person  can 
claim  that  they  were  confused  about  who  I 
represented?”  Whitaker  says. 

The  paper  battle  has  even  spilled  over 
to  the  Indiantown  Chamber  of  Commerce, 
where  Counts  was  asked  to  stop  dropping 
off  his  papers  at  its  office.  Counts  coun¬ 
ters  that  they  only  get  one  paper  anyway. 

ADVERTISERS’  EXPERIENCE 

At  least  one  advertiser  isn’t  confused 
about  his  decision.  Dr.  Bruce  Hansbrough, 
an  Indiantown  chiropractor,  says  he  used 
to  advertise  in  the  News,  but  was  dissatis¬ 
fied  with  the  results  and  switched  to  the 
Grapevine.  “Although  many  businesses  in 
Indiantown  run  ads  in  both  papers,  1  have 
found  that  my  ad  in  the  Indiantown  News 
never  generated  any  leads  or  patients 
directly,”  Hansbrough  says. 
“However,  I  have  received 
direct  responses  from  new 
patients  through  my  adver¬ 
tising  in  the  Grapevine.” 

As  for  why  Whitaker 
would  want  to  start  a  paper 
rather  than  another  business 
in  Indiantown  still  baffles 
Counts.  “This  is  a  small 
town.  It’s  got  one  stoplight. 
If  you  get  through  that, 
you’ve  passed  the  whole 
town.  ...  1  don’t  know  what 
I  would  choose  [to  start  up], 
but  I  wouldn’t  choose  a 
newspaper,”  he  says. 


NEWSROOM  FEUD 

Editor  says 
story  was 
wrong 

by  M.L.  Stein 

In  an  attempt  to  end  a  bitter  2-year-old 
feud  with  the  San  Francisco  Examiner, 
the  San  Jose  Mercury  News  has  pub¬ 
lished  a  column  by  its  managing  editor 
calling  for  “closure”  of  the  affair. 

The  dispute  centers  on  an  April  1996 
Mercury  News  report  that  the  owners  of 
the  Examiner  and  San  Francisco 
Chronicle  have  agreed  to  close  the  after¬ 
noon  Examiner  and  Jointly  run  a  morning 
newspaper.  That  merger  never  happened 
and  the  Mercury  News  steadfastly  refused 
to  correct  the  anonymous-source  story. 

Now,  in  a  Mercury  News  column  head¬ 
ed  “Bringing  a  story  to  closure  —  belated¬ 
ly,”  managing  editor  David  Yamold  admits, 
“our  prediction  turned  out  to  be  wrong  and 
we  should  have  said  so  long  before  today.” 

But  for  Examiner  managing  editor 
Sharon  Rosenhause,  Yamold’s  mea  culpa 
was  too  little  and  too  late.  “I  don’t  want 
closure,”  she  retorted.  “I  want  a  correc¬ 
tion.  I’d  like  an  apology,  but  I’d  settle  for 
a  correction.” 

Yamold’s  column  has  stirred  up  a  long- 
simmering  resentment  on  the  part  of 
Rosenhause  and  other  Examiner  staffers 
over  the  story  by  staff  writer  Miranda 
Ewell  reporting  that  the  merger  deal  was 
“about  a  week  away.” 

The  initial  reaction  to  Ewell’s  stories 
went  beyond  denial  at  the  E.xaminer. 
Rosenhause,  at  a  meeting  of  the  California 
Society  of  Newspaper  Editors,  presented 
Mercury  News  executive  editor  Jerry 
Ceppos  with  a  “We’re  Still  Here”  T-shirt. 
Later,  E.xaminer  staff  members  held  an  in- 
your-face,  “We’re  Still  Here”  party  at  a 
waterfront  bistro. 

E.xaminer  columnist  Rob  Morse,  who 
twice  used  his  space  to  batter  the  Mercury 
News  in  the  wake  of  Ewell’s  stories, 
offered  “Congratulations”  to  Yamold  for 
his  “Clintonian  skill  in  not  quite  retracting 
the  Mercury  News'  premature  obituary  on 
the  E.xaminer  and  not  apologizing.” 

Responding  to  the  E.xaminer's,  com¬ 
plaints,  Yamold  said,  “I  have  addressed 
the  entire  issue.”  HI 


A  decade  ago, 
Lonnie  O.  Counts 
put  the  Indiantown  Sun 
out  of  business. 
Now  someone’s  trying 
to  do  the  same  to  him. 


Stacey  Whitaker,  pub¬ 
lisher  of  the  Grapevine. 
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//  “Not  only  did  1  get  to  sharpen  my  copy  editing  skills,  hut  the  class  was  a 
wonderful  forum  to  discuss  the  daily  mayhem  a  copy  editor  faces.  1  really 
had  a  good  time  and  learned  a  lot.  In  fact,  I’m  sad  it’s  coming  to  an  end  m 
so  quickly.”  Sarah  Shrode,  Palladium  Item,  Richmond,  Indiana  im 

“These  seminars  are  invaluable  to  people  living  out  cT  reach  of  traditional  im 
teaching  methods.  My  newspaper  is  so  pleased  with  the  suggestions  im 
I  have  already  made  based  on  information  learned  during  im 
these  two  seminars  that  1  wouldn’t  hesitate  to  enroll  im 
for  another.”  Jane  George-John,  Antigua  Sun  im 
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by  Kelvin  Childs 


chair  of  the  Postal  Service  subcommittee  impounded, 
of  the  House  Government  Reform  and  The  bill  h; 
Oversight  Committee,  is  sponsoring  H.R.  been  referre 
22,  a  bill  to  revise  the  laws  that  regulate  Committee,  ' 
the  U.S.  Postal  Service.  The  bill  would  cems  of  librr 
restructure  the  agency’s  management  and  provision.  St 
allow  it  greater  flexibility  in  setting  prices  R-Utah,  Jud 
and  offering  new  prod¬ 
ucts  for  sale.  _  ...  ,  .... 

The  measure,  f,rs(  One  Of  the  legislative 

introduced  in  1996,  has 
moved  slowly  and  is  a 
long  way  from  reaching 
the  floor.  A  subcommit¬ 
tee  hearing  on  the  latest 
revision  of  H.R.  22  is 
scheduled  for  Sept.  23. 

However,  a  bill  that 
would  protect  databases 
from  being  pirated 
stands  a  good  chance  of 
passage  this  term,  said 
John  Sturm,  president 
and  CEO  of  the  NAA. 

H.R.  2652,  sponsored 
by  Rep.  Howard  Coble,  R-N.C.,  would 
make  it  a  federal  crime  to  take  information 
from  a  database,  repackage  it  and  resell  it 
without  permission.  It  also  would  allow 
the  owners  of  the  databases  to 
sue  for  damages  and  allow  for 
such  stolen  materials  to  be 


As  legislators  return  from 
recess,  their  attention  turns 
to  postal  reform,  database 
piracy,  paparazzi  and  an 
Internet  tax  moratorium 
among  bills  of  importance 
to  editors  and  publishers. 


battles  underway  is 
focused  on  whether 
or  not  to  make 
campus  records  about 
rape,  theft,  assault 
and  battery  available 
to  the  press. 


As  the  105  th  Congress  reconvenes 
from  its  summer  hiatus,  it  is  con¬ 
sidering  action  on  a  number  of 
bills  of  importance  to  the  newspaper 
industry.  This  includes  measures  on  postal 
reform,  database  piracy,  campus  crime 
records,  anti-paparazzi  legislation  and  an 
Internet  tax  moratorium. 

The  House  returned  from  summer 
recess  Sept.  9,  with  the  Senate  returning 
the  week  before.  The  end  of  the  term  is 
slated  for  early  October,  with  a  number  of 
spending  bills  to  be  voted  on  and  sent  for 
the  president’s  signature. 

Postal  reform  is  at  the  top  of  the  list  for 
both  the  National  Newspaper  Association 
and  the  Newspaper  Association  of 
America.  Rep.  John  McHugh,  R-N.Y., 


John  Sturm  of  the  NAA  is  closely  watching  a  bill  that  would  protect  online  databases. 


Bm National  Press  Foundation 


CONSUMER  HEALTH 
INSURANCE 

A  Conference  for  Journalists 
October  18-21,  1998 
All  Expenses  Paid 


Could  any  topic  be  more  timely?  This  is  the 
subject  driving  the  November  elections,  dinner 
table  conversation  and  news  media  coverage. 

This  is  a  conference  for  journalists  designed 
to  get  underneath  all  the  is.sues.  What  does 
health  insurance  cover  today  -  and  why 
won’t  it  cover  everything?  Who  makes  those 
decisions?  What  are  the  differences  between 
for-profit  and  non-profit  plans?  What  is  the 
impact  of  Wall  Street  on  health  care  decision- 
m^ing?  What  was  the  origin  of  health  insur¬ 
ance  and  how  has  it  changed?  What  will  the 
impact  of  pending  state  and  federal  legislation 
be  on  managed  care?  What  are  the  ethical 
questions  doctors  and  insurers  face?  What 
are  the  consequences  of  not  having  health 
insurance?  Etc. 

The  program  Ls  sponsored  by  The  National 
Press  Foundation  and  The  American 
College,  which  for  three  years  in  a  row  have 
succes.sfully  collaborated  on  programs  focused 
on  other  insurance-related  issues.  Now  we 

The  National  Press  Foundation  is  an  independent,  non-profit,  non-parti.san  organization  ofiering  pmfes.sional  development  ttfyfMtr- 
mnities  for  journalists.  The  American  College  is  a  non-pnfit.  oiademically  accredited  institution.  The  Ltfe  and  Health  Insurance  Foundation 
fw  Education  is  a  non-profit  organization  des'oted  to  educating  the  public  about  the  role  and  value  of  life  and  health  insurame. 


are  pleased  to  offer  LS  all-expense  paid  fel¬ 
lowships  to  qualified  print  and  broadcast 
journalists  for  the  program  at  the  College  in 
Bryn  Mawr,  Pennsylvania.  As  always,  this 
program  is  on-the-record  and  all  points  of 
view  will  be  represented.  The  programs  are 
underwritten  by  a  grant  from  the  Life  and 
Health  Insurance  Foundation  for  Education. 

To  apply:  You  may  apply  by  mail.  fax.  or  e-mail, 
hut  your  applic  ation  must  lun  e  the  following 
material  -  a  letter  stating  why  you  wish  to 
attend,  a  letter  of  support  from  your  editor 
or  producer,  a  brief  bio,  and  one  clip  or 
tape.  Applications  will  not  he  returned.  All 
applications  must  he  received  by  Friday, 
September  18  at  5  p.m.  Send  your  application 
to:  National  Press  Foundation,  1282 
National  Press  Building,  Washington,  D.C. 
20045.  You  can  fax  us  at  202-662-1232,  or 
e-mail  us  at  NPF@natpress.org.  For  infor¬ 
mation  leave  a  message  at  202-662-7356. 
Visit  our  web  site  at  www.natpress.org 


I  (800)  210- 


FERPA.  The  letter  encourages  Jeffords  to 
revise  the  final  bill  in  a  way  that  does 
allow  disclosure. 

So-called  “anti-paparazzi”  bills  are 
being  pushed  by  Hollywood  interests 
such  as  the  Screen  Actors  Guild.  An  array 
of  media  organizations  oppose  them 
because  they  would  criminalize  various 
news-gathering  methods. 

The  House  version  of  the  bill,  H.R. 
2448,  was  introduced  by  the  late  Rep. 
Sonny  Bono,  R-Calif.,  and  is  being  con¬ 
tinued  by  his  successor  and  widow.  Rep. 
Mary  Bono.  A  similar  version,  H.R.  3224, 
was  introduced  by  Rep.  Elton  Gallegly, 
R-Calif.,  and  hearings  were  held  on  them 
in  May.  The  Senate  version,  S.  2103,  is 
sponsored  by.  Sen.  Dianne  Fein.stein  and 
Hatch. 

The  bills  would  impose  jail  terms  and 
fines  on  still  and  video  photographers 
who  “persistently”  follow  someone  in 
order  to  get  footage  for  sale  or  publica¬ 
tion.  The  Senate  version  would  ban  the 
use  of  a  “visual  or  auditory  enhancement 
device”  —  which  could  include  micro¬ 
phones  and  telephoto  lenses. 

However,  since  the  hearing,  Gallegly 
has  drafted  some  proposed  changes  in  his 
bill,  said  his  spokesman,  Tom  Pfeiffer,  “to 
tighten  it  and  make  it  conform  to  the 
Constitution  and  the  First  Amendment.” 
The  propo.sed  changes  would  stipulate 
that  the  photographer  commit  an  assault 
or  battery  while  picture-taking  before  the 
bill’s  sanctions  can  be  invoked.  Penalties 
would  be  civil  and  not  criminal. 

Pfeiffer  said  the  proposed  changes  are  j 
being  sent  for  comment  to  all  parties  that  i 
testified  at  the  May  hearing  —  among  j 
them,  the  American  Society  of  j 
Newspaper  Editors,  the  National  Press 
Photographers  Association  and  the 
Radio-Television  News  Directors 


The  Philips  News  Bureau 

Getting  information  is  your  top  ptiority. 
Getting  it  to  you  quickly  is  ours. 

We’ve  just  made  it  easier  to  access  news 
and  information  from  Philips  Electronics 


Association.  After  that,  Gallegly  may 
revise  the  bill  and  reintroduce  it. 

There  are  differing  House  and  Senate 
versions  of  a  measure  that  would  place  a 
moratorium  on  taxes  on  Internet  transac¬ 
tions. 

Initially  proposed  with  a  six-year 
moratorium,  the  House  version,  H.R. 
4105,  cut  it  in  half.  It  is  sponsored  by 
Rep.  Christopher  Cox,  D-Calif.  The 
Senate  version,  S.  442,  sponsored  by  Sen. 
Ron  Wyden,  D-Ore.,  offers  only  a  two- 
year  limit,  and  removed  provisions  that 
would  grandfather  in  eight  states  that 
impose  such  taxes.  The  bill  is  pending  on 
the  Senate  calendar. 

The  text  of  these  bills  is  available  at 
http://thomas.loc.gov,  the  Library  of 
Congress’s  Thomas  Web  site. 


in  the  U.S.  Call  one  number  to  reach  Philips’ 
representatives  from  Consumer  Electronics, 
Components,  Business  Electronics,  Domestic 
Appliances  and  Personal  Care,  Lighting, 
Medical  tiSystems,  and  Semiconductors. 


The  Philips  jNews  Bureau  toll-free  number 
is  your  one  stop  information  source. 


Philips  Electronics  North  America 
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Belcourt,NJ). 


immunity  of  theWwk^ 


‘Community  of  the  Week’  is 
quick  hit  with  advertisers 


by  Carole  Hedden 

In  the  rural  reaches  of  North  Dakota  and 
Minnesota,  the  term  “town”  carries  a 
loose  definition  —  frequently  it  refers 
to  the  existence  of  a  few  buildings  near  a 
grain  elevator. 

Keeping  this  vast  community  of  fields, 
small  towns  and  cities  linked  together  as  a 
coherent  audience  and  reachable  market  is 
the  goal  of  the  Grand  Forks  (N.D.) 
Herald.  Just  over  18  months  ago,  the 
paper  launched  a  new  feature, 
“Community  of  the  Week,”  to  strengthen 
connections  across  a  broad  matrix  of  rural 
population  centers. 

Mike  Maidenberg,  publisher,  says  the 
Community  of  the  Week  feature  started  as 
an  effort  to  boost  circulation  and  generate 
a  small  amount  of  revenue.  “We  needed  to 
reach  out  to  the  smaller  communities.  We 
knew  that  our  penetration  in  the  city  was 
65%.  But 


when  you  get  out  into  the  region,  it  drops 
to  the  high  40s  or  low  50s,”  he  said. 

But  the  feature  quickly  became  a  popu¬ 
lar  hit  with  readers  and 
local  advertisers. 

In  focus  groups  ana-  T©l©m£ 

lyzed  after  the  launch, 

Maidenberg  learned  that  r©C©l' 

readers  outside  the  city  .  .. 

felt  the  Community  of  pnOfl©  111 

the  Week  feature  was  an  hiicin^c* 

indication  that  the  paper 

was  paying  attention  and  featur©d  < 

was  concerned  about 

their  lives  and  interests.  g  W©©k  if 

“If  we  make  a  mistake  on 

this  feature,  we  hear 

from  people.  There  is  intense  readership 

when  a  community  is  featured,” 

Maidenberg  said. 

He  says  the  feature  offered  a  second 
benefit.  The  paper's  telemarketers,  already 
on  queue  for  classified  advertising,  could 


T©l©mark©t©rs 
r©c©iv©  th© 
phon©  listings  for 
busin©ss©s  in  th© 
f©atur©d  community 
a  w©©k  in  advanc©. 


Rivni  valley  TIMES, 


IssrssniSSr 


The  ‘Community 
of  the  Week’ 
feature  includes 
maps  as  well  as  a 
text  profile. 
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easily  solicit  ads  from  the  featured  com¬ 
munity’s  businesses. 

Telemarketers  receive  a  copy  of  the 
phone  listings  for  busi¬ 
nesses  in  the  featured 
k©t©rS  community  a  week  in 

advance.  The  assigned 
B  in©  reporter  will  also  pro- 

,  vide  highlights  on  the 

tings  for  background  of  the  town 

.  ..  or  its  key  businesses. 

SSinthe  Telemarketers  go  to 

immunity  ;*<>*.  2-i>y-2 

'  business  card  types  of 

advanc©  businesses 

will  do  more,  but  this 
was  not  designed  as  a 
display  advertising  generator,” 

Maidenberg  said.  “The  ads  are  really  more 
a  matter  of  community  pride.  With  very 
little  investment  or  time,  we  generate 
about  $500  per  week.” 

Darrel  Koehler,  a  26-year  veteran  of  the 
Knight  Bidder  newspaper,  is  the  reporter 
—•KM  .....  assigned  to  Community  of 

— ; - -  the  Week.  The  feature  runs 

■g/WD  on  Monday,  generally  a  weak 

ttAui  news  day  for  most 

^  papers.  Koehler’s 

- ~  !  knowledge  of  the 

TTiiiiii  region  is  a  benefit  as 

^  he  moves  among 

towns  that  were  set- 
tlsfl  hy  Northern 
European  immigrants 
..n-  as  the  railroad  was 

•  built  through  the 

sT  -,“5:,  area.  “The  challenge 

a  is  in  finding  some- 

thing  specific  about 
each  of  the  towns,” 
he  explained.  He’s 
found  those  distinc- 
tions:  Fisher, 

AT,  7ii.  Minn.,  has  a  rich 

steamboat  history. 
253  Another  town  had 

an  early  French 
fur-trading  history. 
*7'^-  Koehler  is  the 

www.mediainfo.com 
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nist  at  the  Herald,  a  job  that  keeps  him 
close  to  the  office.  He  works  on  the  week¬ 
ly  feature  of  30  to  40  inches  during  the 
course  of  each  week,  placing  phone  calls 
and  doing  research  between  other  assign¬ 
ments.  He  alternates  between  the  towns  in 
Minnesota  and  North  Dakota  that  fall  on 
either  side  of  the  Missouri  River.  The  sto¬ 
ries  tend  toward  the  historical,  featuring 
distinctive  events  and  personalities.  “We 
did  send  a  photographer  out  for  a  while, 
but  we  don’t  have  that  kind  of  staff  and  the 
winters  out  here  are  pretty  awful,”  Koehler 
said.  The  paper  considered  allowing  the 
towns  to  submit  their  own  photographs, 
but  for  quality  reasons  this  didn’t  seem  a 
viable  choice.  The  answer  was  a  graphic 
design  that  features  a  map  indicating 
where  the  town  is  located. 

In  addition  to  the  difficulty  of  finding 
interesting  material  in  every  town  (in  one 
feature,  Koehler  interviewed  every  single 
resident  of  a  featured  community  —  all 
seven  families),  he  faced  another  chal¬ 
lenge.  Ironically,  the  feature  opened  Just  a 
few  weeks  before  the  Red  River  surged 
over  its  banks,  devastating  Grand  Forks. 


The  newspaper’s  building  and  presses 
burned,  along  with  most  of  the  down¬ 
town,  in  a  fire  that  resulted  from  the 
flood. 


Herald  publisher  Mike  Maidenberg  says 
the  feature  quickly  caught  readers’  and 
advertisers’  interest. 


While  the  Community  of  the  Week  fea¬ 
ture  grew  in  importance,  as  a  way  to 
rebuild  pride  in  the  region,  the  fire 
destroyed  all  of  the  Herald's  records;  the 
carefully  morgued  newspaper  history 
went  up  in  flames. 

“When  we  first  started,  I  wasn’t  real 
red-hot  on  this,”  Koehler  admits.  “But  I’ve 
found  I  like  dealing  with  the  people.  Some 
of  the  classrooms  in  the  area  are  using  the 
features  as  part  of  their  studies,  and  jjeople 
are  saving  them.” 

The  Community  of  the  Week  feature 
will  continue  this  fall  when  the  Herald 
revamps  its  look  and  its  news  approach.  In 
fact,  the  feature  is  a  model  for  the  direc¬ 
tion  the  paper  is  taking.  “We’ll  be  intro¬ 
ducing  new  features  and  reader  benefits, 
but  probably  the  most  significant  is  a  local 
news  guarantee,”  publisher  Maidenberg 
explained.  “You  have  news,  we’ll  get  it  in. 
Every  piece  of  news  that  is  important  to 
folks  about  their  community  will  be  used.” 

Hedden,  a  former  newspaper 
editor,  is  a  freelance  writer  from 
Cedar  Crest,  N.M. 


ExSP  The  CMR  Newspaper  Advertising  Index 


Barometer  of  Ad  Linage:  1998  Performance  Compared  to  1997 

The  Newspaper  Advertising  Index  is  compiled  monthly  by  Competitive  Media  Reporting  and  Is  based  on  data  from  35  newspapers  representing  a  cross  section  of  all  major  markets  in 
the  country  and  all  geographic  regions.  Those  interested  in  more  details  can  contact  Geoffrey  Miller,  vice  president,  newspaper  for  CMR.  at  Geoffrey_Miller/CMR0vnumis.com. 


National  ROP  Index 


Retail  ROP  Index 


Insert  ROP  Index 


5% 

2% 

-2% 

1% 

6% 

12% 

YTD 

JULY 

YTD 

JULY 

YTD 

JULY 

CATEGORIES  Year-to-Date  July  '98 

Airlines  -12%  -24% 

Auto  Dealer  Associations  11  %  -2% 

Banks/Credit  Cards  12%  20% 

Computers  &  Software  -22%  -35% 

Corporate/Office/Other  0%  -29% 

Factory  Automotive  61  %  49% 

Food  &  Household  -17%  -41% 

Government/Political  36%  5% 

Hotels  &  Resorts  3%  1  % 

Insurance  -20%  -12% 

Investments  -7%  -2% 

Mail  Order  5%  19% 

Motion  Pictures  2%  15% 

Travel  &  Tourism  0%  -4% 

Utilities  &  Communications  1 3%  3% 

Motion  Pictures  showed  strong  growth  in  July  to  pull 
this  category  ahead  for  Year-to-Date.  Factory  Auto¬ 
motive  and  Financial  continued  their  strong  perfor¬ 
mance  into  July. 


CATEGORIES  Year-to-Date  July  '98 

Apparel  &  Accessory  Stores  -3%  1 1  % 

Auto  Supply/Repair  -11%  -17% 

Books  &  Stationery  Stores  -27%  -37% 

Building  Materials  5%  -1  % 

Computer  Stores  8%  16% 

Consumer  Electronics  4%  7% 

Department  Stores  -3%  -2% 

Discount  Stores  -15%  -4% 

Drugstores  22%  17% 

Food  Stores  1  %  4% 

Furniture  &  Accessories  0%  0% 

Jewelry  Stores  -2%  9% 

Office  Supply  Stores  -37%  -21  % 

Sporting  Goods  Stores  1  %  20% 

The  high  volume  Department  Stores  and  Discount 
Stores  categories  continued  their  weak  comparisons  to 
the  prior  year  in  the  month  of  July.  Sporting  Goods 
Stores  showed  a  nice  rebound  in  July,  while  Computer 
Stores  and  Consumer  Electronics  Stores  continued 
steady. 


CATEGORIES  Year-to-Date  July  '98 

Building  Materials  18%  43% 

Computer  Stores  72%  1 85% 

Consumer  Electronics  -1  %  21  % 

Department  Stores  8%  5% 

Discount  Stores  -3%  3% 

Drug  Stores  0%  -3% 

Food  &  Household  (CMO)  2%  4% 

Food  Stores  -1  %  2% 

Furniture  &  Accessories  13%  22% 

Office  Supply  Stores  80%  413% 

Other  Inserts  12%  0% 

Sporting  Goods  Stores  7%  92% 

Virtually  all  Insert  categories  had  solid  growth  in  July 
1998  compared  to  July  of  1997.  Computer  Stores  had 
an  exceptionally  strong  month,  followed  by  Building 
Materials  and  Consumer  Electronics  Stores.  Year-to- 
Date  increases  in  Insert  advertising  continue  to  appear 
to  offset  any  declines  in  Retail  ROP. 
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Real  Media  is  the  unparalleled  leader  in  Internet  ad  sales  and 
advertising  management.  A  global  Internet  advertising  sales  network 
and  software  technology  company,  our  Ad  Network  can  deliver  more 
than  500  local  news  media  sites  through  offices  in  the  US,  Europe 
and  Asia  and  our  Open  AdStream™  advertising  management  software 
has  over  375  users  in  over  30  countries.  Whether  you  are  buying  or 
selling,  we’ve  got  you  covered  with  the  most  powerful  resources  in 
Internet  advertising. 


NEW  YORK  212.725.4537 


SAN  FRANCISCO  415.643.5071 


PHILADELPHIA  215.654.8376 


MEDIA 


Online  Ad  Network 
There’s  only  one  online  media  company 
that  delivers  your  ad  message  to  the 
buying  audiences  of  the  most  trusted 
and  visited  local  sites  in  virtually  every 
major  U.S.  and  world  market.  If  It’s 
Local  Media,  It’s  Real  Media.®” 


Open  AdStream™ 

Manage,  schedule,  rotate,  target, 
report  and  forecast  Internet  advertising 
with  the  ad  management  tool  that 
operates  on  top  of  your  existing  server. 
So  it’s  easier  and  less  expensive. 

But  not  less  powerful. 


Visit  us  now  at  www.reaimedia.com 
or  email:  realinfo@realmedia.com 


LONDON  44.171.233.8181  PARIS  01 .45.00.6608  LAUSANNE  41 .21 .213.631 1  JOHANNESBURG  27.11.8815.636 


©  Real  Media  1998 


The  old  Herald  (left)  and  new  (right),  in  which  color  had  made  a  dramatic  difference,  the  publisher  hopes  it  will  draw  more  readers. 
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Everything  changed:  presses,  page  design  and  news  coverage  strategies 


by  Erik  Sherman 

Appearances  may  be  deceiving,  but 
the  Boston  Herald  is  hoping  that 
the  appearance  of  a  new  design, 
full-color  sections  and  additional  news 
pages  will  deliver  increased  readership 
and  higher  advertising  revenues  to  boot.  It 
had  better,  because  the  attractive  changes 
cost  over  $10  million. 

About  two  years  ago,  the  paper  started 
looking  at  what  had  become  a  hodge¬ 
podge  of  graphic  designs  assembled 
cumulatively  by  a  series  of  section  editors 
who  had  come  and  gone  during  the  previ¬ 
ous  decade.  Management  wanted  to 
achieve  a  coherent  look  and  modem  feel 
that  would  allow  the  Herald  to  compete 
more  effectively  against  its  archrival,  the 
Boston  Globe. 


“Reporters  have  to 
think  graphically,  as  do 
editors.  In  some  cases 
we  send  graphics 
editors  out  to  the 
scene.  It’s  really  the 
way  it  should  be  done.” 
—  Andy  Costello,  editor 


“From  a  design  point,  they  were  one  of 
the  last  major  players  to  enter  the  ’80s,  let 
alone  the  ’90s,”  said  Ron  Reason  of  the 


Poynter  Institute  in  St.  Petersburg,  Fla., 
who  was  a  consultant  on  the  project. 

The  paper  was  interested  in  more  than 
aesthetics  alone,  though.  The  Herald 
didn’t  have  the  advertising  rates  full  color 
would  command.  The  Sunday  edition  was 
also  a  disappointment,  with  a  circulation 
lagging  even  behind  the  daily  numbers. 

“I  thought  if  we  could  put  a  separate 
section  in  and  put  it  in  color,  we  might 
brighten  it  and  perhaps  make  it  more 
attractive  to  some  folks,”  explained  pub¬ 
lisher  and  owner  Pat  Purcell. 

BROAD  CHANGES 

So  the  Herald  decided  to  combine  a 
move  to  process  color  with  a  redesign  and 
increased  news  coverage  to  broaden  its 
audience  while  increasing  its  desirability 
as  an  advertising  vehicle.  As  Gwen  Gage, 


Auto  inspection  fees  could  double  with  new  EPA  testsi  PoiKIcs  plays  key  rote  In  Mass.  jud^  appointments 
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$10  million  for  new  design  at  the 
Boston  Horald.  But  will  it  work? 


vice  president  of  promotion,  put  it,  “We 
were  hoping  to  put  out  a  product  that  was 
a  little  more  contemporary,  a  little  hipper.” 

Working  with  market  research  firm 
McGuire  Associates  of  Bedford,  Mass., 
the  paper  conducted  extensive  consumer 
studies  with  Herald  readers  and  nonread¬ 
ers.  Using  a  technique  of  continuous 
group  feedback  during  focus-  and  town 
meeting-style  sessions,  the  researchers 
and  management  could  follow  a  real-time 
graphic  response.  Participant  comments, 
which  ran  to  very  critical  even  from 
Herald  readers,  caused  the  paper  to  test 
close  to  20  front-page  treatments. 

“The  one  that  worked  best  for  Herald 
readers  was  also  quite  coincidentally  the 
one  that  worked  out  best  for  either  Globe 
readers  or  folks  who  weren’t  into  reading 
the  local  newspaper,”  said  Jack  McGuire, 
president  of  McGuire  Associates. 

10  MORE  NEWS  PAGES 

The  new  design  called  for  10  addition¬ 
al  news  pages  a  day,  a  welcome  prospect 
to  editor  Andy  Costello.  But  filling  those 
pages  meant  more  than  cranking  out  the 


Herald  editor  Andy  Costello 


same  old  story  approach.  “Reporters  have 
to  think  graphically,  as  do  editors,”  said 
Costello.  “In  some  cases  we  send  graphics 
editors  out  to  the  scene.  It’s  really  the  way 


it  should  be  done.”  The  news  staff  has 
even  taken  to  covering  some  stories  in  a 
solely  graphical  format. 

Costello  also  wants  the  staff  to  look  dif¬ 
ferently  at  the  news  in  other  ways.  “We’re 
asking  them  to  do  more  initiative  stories. 
We’re  asking  them  to  take  social  trends. 
We’re  asking  them  to  write  brighter  —  to 
think  a  little  bit  more  about  the  writing,” 
he  added. 

Production  had  its  own  share  of  chal¬ 
lenges.  The  Herald  originally  considered 
outsourcing  the  printing,  but  met  resis¬ 
tance  from  the  unions.  “Putting  it  mildly, 
they  said  ‘could  you  look  a  little  bit  hard¬ 
er  for  an  alternative,’  ”  Purcell  said.  He 
agreed  to  seek  an  in-house  solution,  but 
reserved  the  right  to  go  outside. 

PRESS  ENHANCEMENTS 

The  best  answer  turned  out  to  be  KBA 
Flexo  units  that  sat  atop  some  of  the 
paper’s  current  black  and  white  presses 
and  added  cyan,  magenta  and  yellow 
process  capabilities.  The  final  configura¬ 
tion  left  the  Herald  able  to  place  32  pages 
of  process  color  and  32  pages  of  spot 
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http://www.prnmedia.com 

When  a  reporter  or  editor  is  on 
deadline,  the  PRN  Press  Room  is  a 
reliable  source.  It’s  a  quick  and 
simple  way  for  journalists — and 
only  journalists— to  access  informa¬ 
tion  through  PR  Newswire,  the 
’  leading  electronic  distributor  of 
full-text  corporate  news  releases 
and  photos. 

For  journalists  to  register  go  to 
http://www.prnmedia.com 


THE  PRN  PRESS  ROOM 

EXCLVSIVEiar  for  journaijsts... 


www.medjainfo.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  12.  1998 


43 


Dragnet 
out  for 
victim’s 


Friends  miss  ‘wonderful  girl' 


What  chikkcn  need 


time  with  perems 


Ik  ^ 

’ 

H  ^  * 

c**^-**-  ^ . 

Press  enhancements  have  changed  black-and-white  Herald  pages  (left)  to  color  (right). 


color  in  a  1 12-page  average  issue.  With 
the  remaining  printing  capacity,  the  paper 
could  go  up  to  224  total  pages.  The 
paper  also  had  to  install  a  new  conveyor 
system  as  well  as  upgrade  prepress  facili¬ 
ties,  bringing  the  capital  costs  to  $10  mil¬ 
lion. 

Whether  the  changes  will  make  long- 
run  business  sense  remains  an  open  ques¬ 
tion.  Purcell  insists  that  he  did  not  per¬ 
form  an  ROl  calculation  despite  the  eight- 
figure  size  of  the  investment.  Some 
observers  find  this  inconceivable,  though 
point  out  that  Purcell  had  a  business  plan 
from  when  he  bought  the  paper  and  updat¬ 
ed  it  for  the  changes,  so  he  may  have  had 
earlier  figures  which  would  provide  an 
effective  comparison. 

“This  year  we’re  in  good  shape,  and 
five  years  out  we’re  in  good  shape,”  said 


Herald  publisher  Pat  Purcell 


Purcell.  “The  business  plan  looks  very 
positive.” 

NEW  HEADLINE  FORMAT 

Implementing  the  changes  did  have 
some  unexpected  impact.  For  example, 
dropping  the  traditionally  short,  enormous 
headlines  was  “a  traumatic  decision  for 
us,”  felt  Purcell.  “We  were  proud  of  what 
we  had  done.  [Some  of  the  headlines] 
showed  emotion  and  affected  our  commu¬ 
nity.” 

What  tugged  at  the  staff  did  not  seem  to 
perturb  the  customers.  Immediately  after 
the  change,  only  one  reader  called  to 
demand  the  old  headline  format.  Now 
comes  the  work  to  increase  circulation. 
Though  the  market  studies  showed  the 
new  format  could  increase  the  number  of 
people  who  would  consider  buying  the 
paper  by  20%  to  30%,  there  is  a  gap 
between  potential  and  sales.  The  Herald 
has  focused  in  the  past  on  newsstand  sales 
and  high  readership  turnover.  A  new  sub¬ 
scription  direct-marketing  campaign  aimed 
at  140,000  households  started  last  week. 

Though  it  takes  a  good  three  to  six 
months,  according  to  Reason,  before  it  is 
possible  to  measure  the  effect  of  a  re¬ 
design  on  a  paper’s  business,  the  initial 
results  are  encouraging.  The  first  day’s 
printing  was  boosted  by  roughly  13%, 
with  nearly  all  copies  selling  out.  And 
what  readership  growth  does  the  Herald 
hope  for  down  the  line? 

“I’ll  take  whatever  I  can  get,”  Purcell 
said. 


Sherman  is  a  Boston-based 
business  writer. 
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Two  years  after  launching  a  major 
redesign,  the  Baltimore  Sun  got 
around  to  its  Sunday  features. 
Sporting  a  new  look,  beginning  last 
April,  are  three  sections:  Travel,  Arts  & 
Society,  and  Home  and  Family.  Their 
design  is  characterized  by  bigger  photos, 
more  editorial  color  inside,  revamped 
headline  typography,  redesigned  advertis¬ 
ing  shapes  to  open  up  space  for  editorial 
content,  and  added  pages. 

Joe  Hutchinson,  assistant  managing 
editor  for  design  and  graphics,  says  every 
design  decision  is  based  on  the  logic  that 
design  reflects  content.  “Our  choices  are 
not  purely  cosmetic.  Our  philosophy  is  to 
use  design  that  is  both  exciting  and  useful 
to  the  reader,”  says  Hutchinson,  who  plans 
to  speak  at  the  Society  of  News  Design 
conference  in  Philadelphia,  Sept.  10-12, 
and  who  hosted  a  tour  of  Scandinavian 
designers  earlier  in  the  month. 

The  Sunday  sections  are  designed  to 
differ  slightly  in  character  from  the  1995 
makeover  of  the  rest  of  the  paper  — 
an  old-fashioned  vertical  approach 
with  doglegs,  multideck  headlines,  seven- 
column  Page  One  and  rules  to  separate  sto¬ 
ries. 

The  Scandinavian  newspapers  and  oth¬ 
ers  are  studying  the  Sun's  design  “because 
what  we’ve  done  is  unique,”  Hutchinson 
said.  “While  newspapers  throughout  the 
country  still  use  the  modular  design  that 
came  into  vogue  in  the 
early  ’80s,  the  Sun  has 
gone  retro.” 

—  George  Garneau 
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The  Sun’s  old 
Arts  section, 
above,  pales 
next  to  the 
redesign, 
left. 
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Questions  And  Answers  We’ve  Heard 
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Offset  Printing:  “I  think  I’ll  wait  and  see  if  it’s  just  a  trend.” 
Front-End  Systems:  “A  lot  of  money!”  “What  will  I  get  for  it?” 
Pagination:  “We  do  it  faster  with  waxers  and  Exacto  knives!" 

Advertising  Networks:  “I’ll  eventually  land  national 
(or  regional)  advertisers  myself.  Why  should  I  cut  the  rate 
and/or  pay  the  commission?” 

Market  Share:  “What’s  that?  I’m  just  interested  in  margin.” 

Online  Systems:  “Nobody’s  making  any  money; 
why  should  I  bother— yet?” 

E-Commerce:  “E-What?" 


Newspapers  are  making  money  online  while  protecting 
their  invaluable  franchises  from  a  variety  of  predators, 
many  of  whom  are  also  making  a  lot  of  money— some  of 
which  used  to  be  ours. 

Media  companies  are  making  money  at  an  accelerating 
rate  through  “e”  or  electronic  commerce. 

Like  To  Join  Them? 

Those  who  want  to  find  out  how  are  reading  E-Commerce: 
A  Media  Money  Maker  -  a  major  study  of  electronic  com¬ 
merce  on  newspaper,  television,  radio  and  magazine  web 
sites. 

Some  are  still  in  the  newspaper  business. 
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Money 
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Send  me _ copies  of  “E-Commerce:  A  Media  Money  Maker  "  a\  $295  each 

Send  me _ copies  of  "Online  Directories:  Pathways  to  Profit?"  at  $295  each 

Special  Offer  for  Charter  Subscribers 

□  I  want  all  six  reports  in  the  1998-99  series  at  the  low  price  of  $1,150.00 

(a  35%  savings  -  offer  valid  through  October  15) 
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union’s  contracts  committee.  ‘“Any  kind 
of  work  either  normally  or  presently  per¬ 
formed,’  ‘any  kind  of  work  similar  in  skill’ 
—  this  kind  of  broad  language  is  very 
common  in  Guild  jurisdiction  clauses,” 
Needham  told  delegates  at  the  sector  con¬ 
vention  held  during  the  last  week  of 
August.  Even  at  newspapers  where  juris¬ 
diction  contract  clauses  were  weaker  — 
such  as  the  San  Jose  (Calif.)  Mercury 
News,  Portland  (Maine)  Press  Herald, 
Milwaukee  Journal  Sentinel  and 
Pittsburgh  Post-Gazette  —  the  union  has 
still  managed  to  fairly  quickly  negotiate 
representation  of  online  employees. 

Some  newspapers  have  resisted  ceding 
online  employees  to  the  Guild,  especially 
when  they  set  up  the  ventures  as  separate 
businesses.  The  Baltimore  Sun,  for 
instance,  challenged  Guild  representation 
of  employees  in  the  SunSpot  online  ven¬ 
ture  in  regional  National  Labor  Relations 
Board  hearings  that  stretched  over  the 
course  of  a  year.  Last  December,  the 
regional  director  ruled  that  the  SunSpot 
employees  should  be  added  to  the  tradi¬ 
tional  Guild  unit.  The  Sun  has  appealed  to 
the  full  board  and  resolution  could  be 
months  away.  Nevertheless,  the  Sun's 
Guild  unit  chair¬ 
woman,  Connie 
1^.  Knox,  reported, 

■■■iP  “We  were  sur- 
prised  at  the 
swiftness  of  the 
decision.” 

I  The  Guild  — 

and  the  Communica¬ 
tions  Workers  of 
America,  its  parent 
union  since  the  1997 
merger  —  argue  from  a 
simple  premise:  Online 
work  is  the  Guild’s 
work.  “The  only 
thing  that  has 
changed  is  how 
pi)  the  work  is  done; 
the  fundamental 
issues  are  all  the 
same,”  said 
Guild  secretary 
and  treasurer 
Bemie  Lunzer. 
New  CWA  president  Larry  Cohen,  who 
recently  green-lighted  union  organizing 
efforts  at  Microsoft,  puts  it  simpler  still: 
“The  people  we’re  talking  about  are  writ¬ 
ers.  Either  they  are  writing  code  or  they  are 
editing  text.  But  they  are  all  writers.” 


leaders  talked  about  how  critical  it  is  for 
the  union  to  organize  online  workers  — 
and  how  hard  it  may  be.  Every  delegate, 
however,  was  given  a  Guild  report,  “New 
Technology,  New  Work,”  that  documented 
some  relatively  quick  successes,  especial¬ 
ly  given  the  union’s  snail’s  pace  of  orga¬ 
nizing  on  the  print  side  over  the  last  cou¬ 
ple  of  decades. 

Guild  units  ranging  from  the 
Associated  Press  to  the  Chicago  Sun- 
Times  to  both  Denver  dailies  to  the 
Memphis,  Tenn.,  Commercial  Appeal 
have  all  added  online  staff  without  a  fight 
from  management.  When,  for  instance,  a 
delegate  from  the  Toledo,  Ohio,  Blade's 
Guild  unit  recounted  the  efforts  to  repre¬ 
sent  online  workers  there,  her  presentation 
lasted  fewer  than  30  seconds  and  amount¬ 
ed  to  simply  saying,  “We  used  our  exist¬ 
ing  jurisdiction 


After  winning  in  Rhode 
Island,  an  emboldened 
Guild  is  firmly  planting  its 
feet  in  newspapers’  new 
media  departments  across 
the  country. 


by  Mark  Fitzgerald 


Everything  moves  faster  in  cyber¬ 
space  —  including  unionization. 
Conventional  wisdom  once  held 
that  the  very  nature  of  online  newspapers 
would  provide  big  difficulties  for  labor. 
Work  lines  are  blurred,  the  labor  pool  con¬ 
sists  of  individualistic  Generation  X 
youngsters,  and  the  Web  is  evolv¬ 
ing  so  quickly  that  plodding 
newspaper 
unions  are 
sure  to  be 
left  behind. 

So  far, 
though,  it 

isn’t  working  out  that 
way.  Much  of  the  newspa¬ 
per  industry’s  focus  recent¬ 
ly  has  been  on  the  settle¬ 
ment  last  month  that 
allowed  unionization  of 
online  workers  at  the 
Providence  (R.l.) 

Journal's  Web 
site,  projo.com 
{E&P,  Aug.  8,  p. 

9).  But  that  pro¬ 
tracted  fight  — 
which  lasted  four 
years  and  includ¬ 
ed  two  unfair 
labor  complaints 
and  a  Guild  loss 
at  the  regional  labor  board  level  —  is 
more  an  exception  that  proves  the  rule.  In 
general,  the  Guild’s  organizing  success 
online  has  a  pretty  speedy  baud  rate. 

At  its  sector  convention  in  Chicago  two 
weeks  ago,  for  instance.  Newspaper  Guild 
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clause.” 

And,  indeed,  the  broad  jurisdiction 
clauses  that  Guild  units  have  managed  to 
achieve  over  the  years  have  been  a  key  to 
organizing  successes  online,  said  Miriam 
V.  Needham,  executive  secretary  of  the 


Competition  moving  in 

Yahoo!  and  Infobeat  target  local  markets 


by  Carl  Sullivan 

Newspapers  continue  to  see  height¬ 
ened  competition  in  cyberspace,  as 
illustrated  by  several  announce¬ 
ments  by  Web  companies  last  week. 

The  biggest  name  on  the  Internet, 
Yahoo!  Inc.  of  Santa  Clara,  Calif.,  is 
creeping  further  and  further  into  local 
markets.  Last  week,  the  company  rolled 
out  Yahoo!  Get  Local  at 
http://local.yahoo.com,  which  offers 
extensive  information  to  21 1  metropolitan 
areas  and  over  30,000  counties  and  towns 
across  the  country.  The  program  covers  all 
50  states. 

Easily  reached  from  Yahoo! ’s  main 
directory  at  www.yahoo.com,  the  local 
sites  offer  local  news,  sports,  entertain¬ 


ment,  weather  and  community  informa¬ 
tion.  Yellow  pages  and  white  pages  are 
also  included. 

This  might  sound  more  impressive  than 
it  really  is.  Yahoo!  has  essentially  stuck  to 
its  original  mission  —  to  be  a  directory  for 
the  Web.  So  what  you  get  at  most  Yahoo! 
local  sites  is  links  to  other  sites.  Yahoo! 
isn’t  providing  its  own  content  like  most 
city  guides  do.  And  there’s  no  local  news 
or  sports  information  available  yet  for 
most  towns,  only  the  largest  cities. 

A  more  serious  threat  to  newspapers 
may  come  in  the  form  of  InfoBeat  Inc.’s 
new  personalized  classifieds. 
Headquartered  in  Denver,  the  firm  is  an  e- 
mail  delivery  service  with  3.5  million  sub¬ 
scribers.  InfoBeat  will  now  offer  tho.se 
subscribers  access  to  Classifieds2000 


Inc.’s  1 .8  million  weekly  listings.  InfoBeat 
subscribers  can  even  choose  which  items 
they’re  interested  in  purchasing,  and 
receive  weekly  e-mails  about  those  items 
only.  Users  can  also  be  alerted  of  online 
auctions  by  e-mail. 

The  company’s  chairman  and  founder, 
John  Funk,  says  he  now  essentially  pro¬ 
vides  an  “entire  newspaper  by  e-mail.” 
InfoBeat  subscribers  can  receive  personal¬ 
ized  news,  weather,  sports,  financial  news, 
entertainment  updates  and  classifieds  by 
e-mail.  InfoBeat’s  classifieds  are  available 
for  free  at  www.infobeat.com. 

And  in  the  real  estate  market.  Excite 
Inc.  of  Redwood  City,  Calif.,  has  unveiled 
a  new  Home  and  Real  Estate  channel. 
Partnering  with  Intuit  and  RealSelect,  the 
Excite  channel  offers  information  on 
everything  from  home  decorating  to  mort¬ 
gage  refinancing. 

RealSelect  provides  Excite  with  over  1 
million  listings  from  Realtor.com,  the  offi¬ 
cial  Web  site  of  the  National  Association 
of  Realtors. 
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Cars.com  launches 
$26M  ad  campaign 


by  Carl  Sullivan 

Hoping  to  become  the  Rolls-Royce 
of  Web  automobile  sites,  the  news¬ 
paper  industry’s  cars.com  has 
jump-started  an  18-month,  $26  million 
advertising  campaign,  to  be  managed  by 
Stein  Rogan  -(-  Partners  of  New  York  City. 
The  campaign  is  one  of  the  largest  ever  by 
a  Web-based  company,  according  to 
Competitive  Media  Reporting,  a  New 
York  City-based  company  that  tracks 
media  spending. 

The  parent  of  cars.com,  Chicago’s 
Classified  Ventures,  won’t  be  shelling  out 
$26  million  in  cash,  however.  Much  of  the 
advertising  will  come  from  free  in-kind 
placements  with  local  newspaper  partners, 
according  to  Greg  Stuart,  vice  president 
for  marketing.  Nonetheless,  the  impact  of 
this  advertising  in  large  daily  newspapers 
will  be  real,  Stuart  insists. 

CMR  reports  that  AT&T’s  online  ser¬ 
vices  division  was  the  biggest  promoter  of 
Web-based  services,  spending  $76.1  mil¬ 
lion  on  direct  consumer  advertising  in 
1997.  America  Online  ranked  second  with 
$41.4  million.  The  largest  advertising 
expenditure  last  year  for  a  Web-based 
company  was  by  autobytel.com  inc.,  a 
competitor  of  cars.com.  Irvine,  Calif.- 
based  autobytel.com  spent  $5.1  million  in 
1997,  according  to  CMR.  The  company’s 
president  and  CEO,  Mark  Lorimer,  says 
the  firm  will  spend  $20  million  on  ads  by 
the  end  of  this  year. 

The  sudden  increase  in  spending  is  a 
sign  of  heightened  competition  in  the  mar¬ 
ket.  Besides  autobytel.com,  cars.com 
must  also  compete  with  AOL’s 
AutoVantage  service;  AutoWeb  in  Santa 
Clara,  Calif;  Microsoft’s  CarPoint  in 
Redmond,  Wash.;  CarCast  from 
PowerAdz  Corp.  in  Troy,  N.Y.;  and 
AutoConnect,  a  new  Atlanta-based  service 
owned  jointly  by  Cox  Enterprises  and 
Automatic  Data  Processing  Inc. 

“We’re  setting  out  to  become  the  brand 
for  car  Web  sites,’’  said  Stuart  at  cars.com. 
Stuart  believes  none  of  his  competitors 
have  yet  to  build  strong  brand  identities. 
He  wants  cars.com  to  become  as  well- 


known  among  consumers  as  names  like 
Yahoo!  and  Amazon.com. 

This  is  an  ambitious  goal  for  a  compa¬ 
ny  that  didn’t  launch  officially  until  June. 
When  Stuart  joined  the  company  four 
months  ago,  only  a 
dozen  local  newspa¬ 
per  affiliates  had 
signed  up  with  the 
service.  Today,  140 
affiliates  are  on 
board,  and  the  com¬ 
pany  plans  to  roll 
out  to  more  local 
markets  in  the  com¬ 
ing  months. 

In  contrast,  both 
autobytel.com  and 
CarPoint  have  been 
around  since  1995. 

To  date, 

autobytel.com  has 
served  over  1.6  mil¬ 
lion  car  buyers. 

Autobytel. corn’s 
president  compli¬ 
ments  cars.com  on 
its  editorial  content, 
but  says  the  upstart 
has  a  lot  to  learn. 

Most  portals  and 
other  large  Web  sites 
have  already  part¬ 
nered  with  existing 
car-selling  services,  squeezing  cars.com 
out  of  the  most  popular  sites,  Lorimer  said. 

In  addition,  Lorimer  warned  that  any 
car  site  must  devote  extensive  resources  to 
educating  and  working  with  local  automo¬ 
bile  dealers.  “One  thing  we  know  that 
newspaper  groups  don’t  know  is  the  car  I 
business,’’  he  said.  “You  need  knowledge 
of  the  car  industry. 

Most  of  these  services  offer  editorial 
features  along  with  listings  of  new  and 
used  cars  available  through  local  dealer¬ 
ships.  Today,  cars.com  is  only  available  in 
about  15  markets,  but  more  are  expected 
soon.  The  advertising  campaign  will  begin 
in  major  markets  where  cars.com  has  a 
presence,  including  New  York,  Los 
Angeles  and  Chicago.  By  early  next  year,  I 


Stein  Rogan  will  initiate  a  national  brand¬ 
ing  campaign,  said  Tom  Stein,  president 
of  the  advertising  firm. 

“In  local  markets,  we’ll  be  using  news¬ 
papers  extensively,”  he  said.  In  addition, 
the  firm  will  conduct  heavy  online  adver¬ 
tising  targeted  to  the  local  area.  Some 
national  Web  sites  are  now  able  to  target 
local  ads  to  users  from  a  specific  ZIP 
code  or  other  location-identifier.  Ads  can 
also  be  purchased  on  local  city  guides  in 
cars.com  markets.  Stein  declined  to  name 
where  cars.com  ads  would  be  placed  on 
the  Web.  This  news¬ 
paper  and  local  Net 
coverage  will  be 
overlaid  with  select¬ 
ed  television,  radio, 
outdoor  and  other 
print  advertising. 

Once  cars.com  is 
in  enough  markets, 
the  national  cam¬ 
paign  will  begin. 
“We’re  developing 
the  creative  for  that 
right  now,”  Stein 
said.  “We’re  look¬ 
ing  at  an  early- 1999 
time  frame  for 
national  branding 
because  they’ll  be 
in  significant  mar¬ 
kets  by  then  for  a 
national  campaign 
to  be  viable.” 

Visitors  to 
www.cars.com  can 
search  thousands  of 
listings  for  new  and 
used  cars.  The  site 
also  offers  editorial 
material  covering  car-loan  rates,  owner¬ 
ship  costs,  independent  automobile 
reviews  and  performance  information. 
The  site  recently  signed  an  exclusive  part¬ 
nership  with  National  Public  Radio’s 
popular  Car  Talk  program. 

Cars.com ’s  parent.  Classified  Ventures, 
is  funded  by  eight  media  giants:  Central 
Newspapers  Inc.,  Gannett  Co.  Inc., 
Knight  Ridder,  the  McClatchy  Co.,  the 
New  York  Times  Co.,  the  Times  Mirror 
Co.,  Tribune  Co.  and  the  Washington  Post 
Co.  The  company  also  runs  the 
Apartments.com  site  and  NewHome- 
Network.com. 


With  additional  reporting  by  Rob 
Lenihan. 


We’ve  got  your  NEW  CAR 

STEP  RIGHT  TMS  MY 


This  co-branded  print  ad  will  appear  in 
the  Akron  (Ohio)  Beacon  Journal. 
Similar  ads  will  appear  in  other  papers. 
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There  are  many  reasons  to  attend 

Editor  &  Publisher’s  1 0*”  Annual 

INTERAaiVE  NEWSPAPERS  CONFERENCE 

February  1 7-20,  Hyatt  Regency,  Atlanta,  Georgia 


Reason  #1 0: 
Cdnvenience 
Without 
Compromise 


Attendees  consistently  give  this  conference  high  marks  for  a  lot 
of  different  reasons.  Program  content  is  primary.  But  we  also 
make  sure  our  conferences  are  enjoyable  experiences  ...  well 
planned  for  the  convenience  of  attendees. 


hard  to  accommodate  a  diversity  of  interests,  to  present  a  range 
of  points  of  view  and  content  so  that  all  who  attend  leave  feeling 
informed,  motivated  and  satisfied.  It's  important  to  your  compa¬ 
ny.  It's  important  to  you.  It's  important  to  us. 


We  make  sure  the  conference  site  can  accommodate  our  1,000+ 
attendees  comfortably.  That  the  sessions  are  timed  appropriately. 
Breaks  are  convenient.  The  vendor  trade  show  is  complete  and 
easily  accessible.  Conference  materials  are  well  planned  and  easily 
understood.  That  there  is  adequate  time  and  convenient  settings 
for  networking.  That  it's  easy  for  attendees  to  take  care  of  busi¬ 
ness  during  the  conference.  And  many  more  subtle  details  that 
can  facilitate  getting  all  you  can  out  of  the  experience. 

The  Editor  &  Publisher  Annual  Interactive  Newspapers 
Conference  is  celebrating  its  10th  anniversary  in  1999!  We  work 


Plan  now  to  attend  Interactive  Newspapers  '99.  Where  you  will 
renew  friendships  from  past  conferences  and  meet  new  col¬ 
leagues.  All  under  one  roof.  All  sharing  new  ideas,  experiences 
and  a  wealth  of  knowledge  and  information. 

Need  more  reasons?  Watch  this  space! 

Things  to  do  now  that  it's  Fall:  Register  Today! 

Register  before  October  19th  and  take  advantage  of  our  early 
fall  rate  of  just  $1145! 


For  further  information  or  to  register  online,  visit  our  Web  site 

www.media1nfo.com  or  call  212-675-4380  ext.  285 


For  details  on  group  rates,  association  discounts,  "Register  3  Send  4th  for  Free"  offer  and  the  press  rate  please  call  212-675-4380  ext  285. 
Registrations  must  be  submitted  together  to  receive  group  discount 
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Getting  news  from  PR 

Reporters  can  find  nnore  than  fluff  on  the  PR 
Newswire,  a  searchable  business  database. 


by  Charles  Bowen 

For  many  in  the  current  generation  of 
reporters  and  editors,  “public  rela¬ 
tions”  has  always  been  a  derogatory 
term.  It  started  as  early  as  j-school.  “What 
is  this?”  a  professor  would  scream,  hold¬ 
ing  a  piece  of  copy  at  arm’s  length,  as  if  to 
share  the  odor  with  everyone  in  the  class¬ 
room.  “This  isn't  news.  It's  a  PR  piece!” 

If  political  leaders  think  the  media  is  i 
adversarial  toward  them,  they  should  see 
some  of  the  special  slings  and  arrows 
reserved  just  for  their  estranged  journalis¬ 
tic  cousins  in  the  public  relations  depart¬ 
ments. 

But  the  Information  Age  is  blurring  a 
few  of  those  old  battle  lines.  Both  camps 
increasingly  are  drawing  from  the  same 
reservoirs  for  raw  data.  Nowadays, 
reporters  can  find  much  at  an  important 
Internet  site  called  the  PR  Newswire, 
which  provides  data  and  contacts  valuable 
for  all  kinds  of  stories: 

•  Your  largest  local  employer  today 
announced  it  is  merging  with  a  firm  in  a 
distant  state.  In  a  hurry,  you  need  to  gath¬ 
er  news  releases  about  the  other  compa¬ 
ny’s  recent  activities. 

•  The  city  desk  has  assigned  you  to  do 
the  perennial  autumn  health  story  on 
allergies.  You  want  to  find  a  national  phar¬ 
maceutical  expert  to  quote. 

•  The  features  editor  is  looking  ahead 
to  the  holiday  season  and  wants  to  assem¬ 
ble  a  list  of  contacts  at  the  press  relations 
offices  of  all  the  major  toy  and  game  man¬ 
ufacturers  across  the  country. 

For  these  and  other  quests,  visit 
www.pmewswire.com.  To  search  for  press 
statements  from  a  specific  company,  click 
on  the  introductory  page’s  “Company 
News”  link.  The  Company  News  On-Call 
section  provides  new  releases  as  well  as  a 
searchable  database  with  a  three-year 
backlog.  Enter  the  company’s  name  in  the 
data  entry  field  or  click  on  the  first  letter 
of  the  company  name  to  search. 

Also,  check  out  the  site’s  Press  Room 
area  (www.pmmedia.com)  for  tools  spe¬ 
cially  designed  for  reporters  and  editors, 
including  photos,  sound  bites,  a  calendar 


of  events,  media  links  and  business 
newsletters.  An  especially  useful  section 
is  the  link  to  Expert  Contacts  through  its 
ProfNet  area,  a  collaborative  of  some 
5,000  professionals  offering  help  and 
expert  sources  on  various  topics.  Visit 
www.profnet.com  and  click  on  the  “For 
Reporters”  icon.  Then  select  the  Submit 
Query  option.  On  the  provided  on-screen 
form,  list  your  name,  news  organization, 
the  nature  of  the  expertise  you  seek,  your 
deadline  and  the  manner  in  which  you’d 
like  ProfNet  members  to  reach  you  (such 
as  phone,  fax  or  e-mail). 

The  site  then  includes  the  request  in  its 
next  three  daily  e-mail  distributions  to 
members,  soliciting  help  for  your  project. 
If  you  don’t  want  your  query  sent  to  all 
5,000  members,  you  can  target  the  request 
just  to  academics,  corporations,  or  gov¬ 
ernments  and  nonprofit  groups.  Besides 
seeking  help  from  the  PRN  members,  you 
can  also  search  the  group’s  Expert 
Database,  which  lists  some  2,2(K)  individ¬ 
uals  identified  as  authorities  in  various 
subjects.  Reach  the  database  directly  by 
visiting  www.profnet.com/ped. 

Some  additional  considerations  for 
using  PR  Newswire: 

1.  PRN  says  all  queries  are  distributed 
confidentially,  but  obviously  it  can’t  stop 
members  from  forwarding  the  data  among 
a  circle  of  friends.  So,  it  is  wise  to  com¬ 
pose  your  queries  to  describe  the  nature  of 
the  expertise  you  seek,  but  not  reveal  the 
focus  of  your  actual  project.  Also,  you  can 
request  that  PRN  cloak  your  name  and  the 
name  of  your  organization  when  it  distrib¬ 
utes  the  request  to  members. 

2.  Business  reporters  might  want  to 
look  at  the  site’s  ProfNet  Briefs,  tip  sheets 
on  breaking  and  emerging  news.  To  sub¬ 
scribe  to  the  weekly  newsletters  on  gener¬ 
al  business,  health  care  and  technology, 
send  e-mail  to  briefst® profnet.com  or 
send  a  fax  to  (516)  689-1425. 

3.  Links  to  a  number  of  other  subject- 
specific  sections  are  available  on  the  site’s 
introductory  page.  Of  special  note  are  the 
links  to  Feature  News  covering  seasonal 
and  holiday  topics.  Automotive, 
Entertainment  and  Technology. 


Toronto.com  ups 
commerce 

The  Toronto  Star-CitySearch.com  part¬ 
nership  has  renamed  itself  Toronto.com 
and  added  a  new  partner  in  an  effort  to 
bolster  e-commerce  on  the  city  guide. 
Tele-Direct  Inc.,  a  yellow  pages  publisher 
and  subsidiary  of  Canada’s  largest 
telecommunications  company,  is  joining 
the  Torstar  Corp.  and  CitySearch  in  the 
partnership. 

Visitors  to  www.toronto.com  can 
already  purchase  event  tickets  online. 
Over  time,  the  site  will  evolve  to  allow 
users  to  read  about  new  books,  CDs  or 
other  products  and  services,  and  then  pur¬ 
chase  them  online. 

Torstar  Corp.  owns  the  Toronto  Star, 
Canada’s  largest  daily  newspaper.  Torstar 
and  Tele-Direct  will  each  hold  a  45% 
stake  in  the  new  venture.  CitySearch, 
based  in  Pasadena,  Calif.,  will  hold  a  10% 
share. 

Helping  small  biz 
advertise 

Doubleclick  Inc.  of  New  York  City  has 
signed  up  its  first  partner  in  an  effort  to 
localize  Internet  advertising.  U  S  West 
Dex,  an  Internet  yellow  pages  provider 
based  in  Englewood,  Colo.,  will  work 
with  Doubleclick  on  an  exclusive 
arrangement  in  its  14-state  region.  The 
effort  is  designed  to  get  small  and  medi¬ 
um-sized  businesses  to  adverti.se  on  the 
Internet.  It  will  likely  compete  directly 
with  local  newspaper  advertising  reps. 

U  S  West’s  regional  sales  reps  will  tar¬ 
get  these  businesses  in  its  region  for  ban¬ 
ner  advertising.  Ads  will  be  placed  on 
sites  within  the  Doubleclick  Network, 
including  AltaVista  Search,  Travelocity 
and  Automobile  Magazine. 

The  service  will  allow  a  local  car  deal¬ 
er  in  Salt  Lake  City  to  advertise  on 
national  Web  sites.  The  dealer’s  ads  will 
only  appear  on  the  national  site  when  a 
Web  surfer  from  the  Salt  Lake  City  area 
visits  those  sites. 

Advertising  packages  will  be  sold  in 
increments  of  10,(X)0  monthly  impres¬ 
sions  and  will  cost  from  $350  to  $500  per 
month.  Advertisers  may  buy  placements 
for  three-,  six-  or  1 2-month  periods. 
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manages  her  territory  like  a 


With  just  six  months  on  ttie  jti},  oStm  an  g8|piilqra#jl|». 

imMEDiAte''  is  a  marketing  encyclopedia,  cao^h  piamwr,  ad 
proposal  generator,  tool  for  selling  creative  ads,  compehteffl  s^teg 
system,  order  generator,  and  contact  and  opportunity  maawgement 
system— in  a  single,  integrated  solution. 


inQmed^’ 


INTEGRATED  SALES  AUTOHATION 


Media  Marketing,  Inc. 
Bouldar,  CO 
303.440  7855 
www.imMEDIAteSFA.coni 


Call  for  brochure. 


00.874.8798  ext. 48 
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AdQuest  gains 
600th  client 

AdQuest  Classifieds,  a  division  of 
Journal  Communications  Inc.  of 
Milwaukee,  recently  added  its  600th 
newspaper  client.  Combined,  these  news¬ 
papers  now  publish  120,000  classifieds 
per  day  on  their  own  local  Web  sites  and 
at  AdQuest’s  national  site, 
www.adquest.com. 

AdQuest  also  offers  AutoMarketplace 
98,  which  allows  newspapers  to  manage 
local  car-buying  sites  in  conjunction  with 
local  car  dealers.  The  company’s  Banner 
Ad  program  helps  newspapers  manage 
banner  adverti.sements  on  local  Web  sites. 
Later  this  year,  AdQuest  plans  to  intro¬ 
duce  Creative  Ads,  a  program  that  will 
allow  papers  to  publish  their  display  ads 
on  searchable  Web  pages.  The  system  will 
use  portable  document  format  files. 


LA  Times  chooses  ’ 
Interwoven  I 

The  Los  Angeles  Times  Web  site  has  ! 
selected  Interwoven’s  TeamSite  program  to  I 
j  manage  news  production  on  its  site.  The  ; 
j  software  allows  more  than  one  user  at  large 
!  Web  sites  to  work  simultaneously  on  a  pro- 
I  Ject.  Users  can  preview  individual  stories 
or  the  entire  site  without  interfering  with 
other  reporters  and  editors  working  on  the 
same  stories.  An  auditing  system  tracks 
changes  and  saves  previous  versions. 
Interwoven  is  based  in  Sunnyvale,  Calif. 

I  Phillynews  holds 
I  job  fair  online 

Philadelphia  Online,  the  Web  site  of  the 
^  Philadelphia  Inquirer  and  Philadelphia 
:  Daily  News,  is  sponsoring  a  Virtual 


Career  Fair  this  month  at  http://job- 
hunter.phillynews.com.  The  30-day  fair 
has  virtual  booths  from  87  companies. 

Each  business  has  a  company  profile 
along  with  Job  listings  and  a  link  to  cor¬ 
porate  Web  sites.  Job  seekers  can  e-mail 
their  resumes  directly  to  companies. 

Mediainfo  people 

MIKE  .MORLACCI  has  been  named 
managing  editor  of  pittsburghLIVE.com, 
the  Tribune-Review  Publishing  Co.’s  Web 
site ...  LELANI BLUNER  is  the  new  sales 
development  manager  for  Jersey  City,  N.J.- 
based  Advance  Internet,  which  manages 
several  newspaper  Web  sites  ...  MITCH 
GOLUB  is  the  new  president  and  general 
manager  of  cars.com  in  Chicago.  GREG 
STUART  is  the  new  vice  president,  direc- 
j  tor  of  marketing,  and  BILL  SWISLOW  is 
'  executive  producer. 
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You’re  at  an  Internet  conference. 

Suddenly,  the  conversation  turns  to  city  guides. 

Here’s  why  you’re  the  expert. 


When  the  topic  is  city  guides,  the  talk  invariably  turns  to  the  big 
national  brands  that  are  moving  in  and  setting  up  their  own  "local" 
guides.  Companies  like  Microsoft  and  Yahoo!  To  compete  against 
them,  you  need  a  partner  who's  expert  in  city  guides.  Fortunately, 
there  is  such  a  company:  Zip2. 

Zip2  has  everything  you  need  to  make  your  Web  site  more  interactive 
and  more  lucrative.  Everything  from  arts  entertainment  guides,  to 
automotive  and  real  estate  guides,  to  Yellow  Pages,  community  self- 
publishing,  editorial  tools  and  more.  It's  all  part  of  our  CityGuide  Suite™ 
—  a  comprehensive  solution  of  products,  marketing  and  sales  support  to 
help  you  build  traffic  and  revenue.  And  expertise. 

To  learn  more,  contact  Bruce  Murray,  Vice  President  of  Channel  Alliances, 
at  (212)  973-9501. 


Itavel  photographer-writers 
and  AOL  in  nasty  tegat  hattte 
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by  David  Astor 

A  contentious  legal  case  involving 
America  Online  and  two  syndicat¬ 
ed  travel  photographer-writers  is 
scheduled  to  go  to  trial  Nov.  16. 

In  August  1997,  Ann  and  Carl  Purcell 
sued  AOL  in  U.S.  District  Court  in  San 
Francisco  for  copyright  infringement. 
Two  weeks  ago,  AOL  countersued  for 
trademark  infringement. 

The  Purcells  —  who  said  the  case  could 
significantly  impact  other  photographers 
and  writers  on  the  Internet  —  charged  in 
last  year’s  suit  that  their  copyright  was 
infringed  upon  during  and  after  they  ran 
an  AOL  photography  forum  between  1 994 
and  1997. 

But  AOL  spokeswoman  Tricia 
Primrose  said  the  online  service  thinks  the 
Purcells  may  have  filed  the  $5  million  suit 
because  AOL  ended  their  forum. 

“They  were  very  disappointed  when 
AOL  decided  not  to  renew 
their  contract  and  it’s  unfor¬ 
tunate  that  their  response 
was  to  manufacture  a  law¬ 
suit,”  Primrose  stated.  “We 
believe  the  suit  is  without 
merit.” 

The  Purcells  disagreed  — 
contending,  for  instance, 
that  a  photo  they  took  of  the 
Supreme  Court  was  used 
without  permission  to  illus¬ 
trate  an  AOL  area  about  fol¬ 
lowing  legal  rules. 

“Our  copyright  on  the 
edge  of  the  Supreme  Court 
image  had  been  neatly  and 
intentionally  cropped  out,” 
recalled  Carl,  who  said  he 
and  Ann  included  their 
copyright  with  each  photo 
they  uploaded  to  AOL. 

The  Purcells  also  charged 
that  their  photos  remained 
available  on  AOL  for  several 
weeks  after  the  online  ser¬ 
vice  canceled  their  “Pictures 
of  the  World”  forum  in 
1997. 


And  they  said  742  Purcell  photos  were 
included,  without  permission,  on  an  AOL 
area  offering  Web  sites  free  clip  art. 

Ann  noted  that  she  and  her  husband  sell 
their  photos  for  as  much 
as  $15,000  an  image 
when  they  guarantee 
exclusivity  to  the  buyer 
—  so  having  the  pictures 
placed  in  the  public 
domain  by  AOL  “deval¬ 
ued”  their  worth. 

According  to  Carl, 

AOL  claimed  that  “by 
uploading  images  into 
our  forum,  we  had  aban¬ 
doned  our  copyright  and  they  now  owned 
our  pictures.” 

He  added,  “Thousands,  probably  mil¬ 
lions  of  users  upload  intellectual  property 
into  the  various  channels  on  AOL.  How 
will  they  feel  when  they  learn  that  AOL  is 
claiming  ownership  of  what  they  create?” 


Copyright  suit 
and  trademark 
countersuit 
may  go  to  trial 
in  November 


Netscape:  Meet  the  Purcell  Team 


;*:{  LoftiWon :  A  |  http :  // v  w  v  .purc»1U»«m  .com  /fn»»tu$  .htm 


Moot  the  Puree  ft  Team! 


CarlPurcmll 

Hoad  Uom  a  boot  Carl  6  Ann 


Aaa  PoraoH 

Hoad  Horn  about  Carl  tAnn 


Part  of  the  Purcells'  Web  site,  which  no  longer  mentions  America  Online 


Primrose  responded,  “If  our  sub- 
•scribers  upload  material,  they  give 
express  permission  to  AOL  and  other  sub¬ 
scribers  to  use  the  material.  But  this  is  not 
the  case  with  content 
partners”  —  which  is 
what  the  Purcells  were 
until  1997. 

Primrose  said  AOL 
has  removed  all  of  the 
Purcells’  work  from  the 
service,  and  added  that 
“none  of  their  images 
are  the  property  of  AOL 
at  this  point.” 

In  its  Aug.  31  coun¬ 
tersuit,  AOL  charged  the  Purcells  with 
trademark  infringement  for  continuing  to 
refer  to  themselves  as  AOL  partners  on 
their  Web  site  after  the  photography  forum 
ended. 

The  Purcells  acknowledged  that  they 
initially  forgot  to  remove  the  AOL  refer- 
ence  from  their  site 
(www.purcellteam.com),  but 
deleted  it  as  soon  as  the  mat¬ 
ter  was  brought  to  their 
attention. 

The  Purcells’  attorney  — 
Karl  Olson  of  Levy,  Ram  & 
Olson  in  San  Francisco  — 
said  AOL  wasn’t  hurt  by  the 
Purcells’  “inadvertent”  con¬ 
tinued  use  of  its  name. 

“A  huge  company  claim¬ 
ing  ‘irreparable  harm’  and 
seeking  punitive  damages 
against  a  couple  of  individ¬ 
ual  photographers  strikes  me 
as  the  height  of  chutzpah,” 
he  stated. 

“They’re  just  hassling  us 
and  trying  to  make  us  go 
away,”  added  Ann.  “We’re 
a  mom-and-pop  operation. 
We  don’t  have  endless 
resources.” 

“But  we  won’t  give  up,” 
added  Carl. 

Primrose,  in  explaining 
why  AOL  countersued,  said, 
“In  the  eyes  of  the  law. 


i 


54 


EDITOR  &  PUBLISHER  /  SEPTEMBER  12.  1998 


www.mediainfo.com 


infringement  of  a  trademark  is  ‘irreparable 
harm.’  Our  brand  and  our  name  are  incred¬ 
ibly  valuable  to  us.  We  take  protection  of 
them  very  seriously.  You  can’t  allow  other 
companies  and  individuals  to  use  your 
trademark  in  an  unauthorized  manner.” 

Why  did  AOL  end  the  Purcells’  forum? 

“We’re  always  changing  and  updating 
the  content,”  replied  Primro.se.  “They  no 
longer  fit  in  with  our  business  model  or 


the  expectations  for  our  travel  channel.” 

She  said  the  Purcells’  forum  was 
“essentially  text-based”  (although  photos 
could  be  downloaded)  and  “AOL  is  very 
graphically  oriented.” 

Who  are  the  Purcells?  They  have  accu¬ 
mulated  an  archive  of  over  670,000  cap¬ 
tioned  color  slides  shot  in  98  countries, 
and  their  photos  have  appeared  on  200 
book  and  magazine  covers. 


The  couple  run  a  company  called 
Words  and  Pictures,  and  also  do  photos 
for  Bill  Gates’  Corbis  image  archive  and 
the  PictureQuest  (formerly  Picture 
Network  International)  stock  agency. 

They  formerly  wrote  the  “Vacation 
Camera”  and  “Two  for  the  Road”  features 
syndicated  by  Copley  News  Service,  for 
which  they  still  contribute  pieces  periodi¬ 
cally.  Hi 


BSP  BRIEFS 


‘RoMANtic’  Gets 
Self-Syndicated 

A  feature  called  the  “RoMANtic 
Column”  is  being  self-syndicated  to 
about  60  print  publications  and  Web  sites. 

Michael  Webb’s  feature  is  an  out¬ 
growth  of  the  RoMANtic  Newsletter  he 
launched  in  1996  to  offer  advice  for  the 
“romance-impaired.”  It  has  about  10,000 
subscribers  in  over  a  dozen  countries. 

Webb  is  at  www.TheRomantic.com. 

Boston  Writes 
From  Caiifornia 

A  700-word  column  called  “700 
Words”  is  being  self-syndicated. 

John  Boston  —  who  has  won  57 
national,  regional  and  state  awards  for 
humor  and  commentary  —  does  his  fea¬ 
ture  for  the  Santa  Clarita.  Calif.,  Signal. 

Boston  (www.jb@the-signal.com)  has 
worked  as  a  reporter,  TV  news  director, 
magazine  editor,  novelist,  teacher,  youth 
counselor  and  in  various  blue-collar  jobs. 

From  Paper  To 
Syndicate  Saies 

Tim  Trepany  has  joined  Creators 
Syndicate  as  a  West  Coast  sales  exec. 

Trepany  was  previously  with  the  Los 
Angeles  Daily  News,  where  he  worked  as 
an  editor  and  covered  sports.  He  has  also 
freelanced  for  the  Los  Angeles  Times. 

Bigar  Analyzes 
Heavenly  Bodies 

Did  “genuine”  romance  exist  between 
Bill  Clinton  and  Monica  Lewinsky? 

Yes,  says  astrologer  Jacqueline  Bigar, 


who  notes  that  the  president  and  intern 
have  similar  moon  and  sun  signs. 

The  King  Features  Syndicate  writer 
discusses  this  and  more  in  a  new  Avon 
book  called  Women  and  Their  Moon 
Signs. 


‘Pickles’  Person 
Gets  Published 


The  first  comic  collection  by  “Pickles” 
cartoonist  Brian  Crane  of  the  Washington 
Post  Writers  Group  has  been  published. 

The  Longstreet  Press  book  features  a 
foreword  by  “Peanuts”  creator  Charles 
Schulz  of  United  Media. 


Fox  Feasts  On 
Animai  Crackers 


Animal  Crackers,  the  animated  TV 
show  that  started  in  Canada  last  fall,  has 
made  its  Saturday  morning  U.S.  debut  on 
the  Fox  Family  Channel. 

The  “Animal  Crackers”  comic  is  by 
Fred  Wagner  of  Tribune  Media  Services. 


Canadian  Artist 
Is  On  The  Web 

Cartoonist  and  illustrator  Vlad 
Kolarov  has  a  Web  site  at  http://fun- 
nies.hypermart.net. 

Kolarov,  bom  in  Bulgaria  and  now  in 
Canada,  sells  comic  and  editorial  car¬ 
toons  to  print  publications  and  Web  sites. 

NFLer,  Artist 
Coliaborating 

A  former  National  Football  League  I 
player  and  coach  has  gotten  together  with  i 


Since  its  debut  in  1991,  Piuggers 
has  received  more  thon  50,000  submissions 
(or  this  interactive  panel  where  readers 
contribute  the  ideas.  "Piuggers  ore  herd 
working  folks  who  moke  the  best  with  whot 
they've  got,"  said  Piuggers  cartoonist 
(Jory  Brookins.  "The  most  amazing  port  of 
this  is,  people  don't  moke  these  tl^gs  up." 

To  plug  your  poper  into  Piuggers,  contact 
your  TMS  representative  at  800-24S-6S36, 
or  check  out  www.comkspage.com. 


I7M 


idcat  that  work 
ideas  9  work 


www.tais.ttibaBc.coas 


a  cartoonist  friend  to  create  a  comic  about 
football. 

“No  Huddle”  —  introduced  Sept.  7  by 
United  Feature  Syndicate  —  is  by  Sam 
Wyche  and  J.D.  Crowe. 

Wyche  was  a  quarterback  for  five  NFL 
teams  before  serving  as  head  coach  of  the 
Cincinnati  Bengals  and  Tampa  Bay 
Buccaneers.  He  currently  works  as  a  tele¬ 
vision  analyst. 

“‘No  Huddle’  is  based  on  real  people 
and  events  that  happened  in  professional 


A  PANEL  YOUR  READERS 
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VWE  SOME  CLASS. 

ACT  LIKE  VOirVE  ^ 
BEEN  IN  THE  END 
ZONE  8EFQJ?E 


You're  Losing  Readers 

y 

Most  newspaper  Web  sites  don't  provide  breaking  news.  Web  sites  like  CNN.com  and 
ABCNews.com  happily  provide  it  to  your  readers.  They're  getting  the  traffic,  the  readers 
and  the  revenue. 

At  Nando  Media,  we  don't  wait  for  anyone  else  to  give  our  readers  the  news.  You  shouldn't 
either.  That's  why  we've  created  24-hour  news,  a  fully  customizable  breaking  news  service 
designed  to  keep  locai  readers  local. 


24-hour  news  is  not  a  co-brand  or  revenue  share.  Its  look  and  feel  are  fully 
controlled  by  the  customer,  as  are  the  advertising  opportunities. 

Stop  losing  local  readers  to  national  Web  sites.  Get  the 
traffic,  the  readers  and  the  revenue.  Put  24-hour  news  to 
work  on  your  Web  site. 

For  more  information,  call  Nando  Media  at  913.836.5700 
or  send  e-mail  to  webmaster@nandomedia.com 


Nando 

Media 


A  football  professional  looks  at  professional  football  in  "No  Huddle." 


football,  though  the  characters  and  the 
league  are  all  fictitious,”  said  Wyche. 

Crowe,  who  has  worked  as  a  freelancer 
since  1991,  was  formerly  an  editorial  car¬ 
toonist  for  the  San  Diego  Tribune  and 
Fort  Worth  (Texas)  Star-Telegram. 

“No  Huddle”  clients  include  the 
Cincinnati  Post,  Denver  Rocky  Mountain 
News,  Detroit  Free  Press,  Minneapolis 
Star  Tribune,  New  Orleans  Times- 
Picayune,  Portland  Oregonian,  San 
Francisco  Chronicle,  St.  Petersburg  (Fla.) 
Times  and  Tampa  Tribune. 


‘KidCity’  Adds 
Daily  Offerings 

The  “KidCity”  Sunday  activity  page  is 
!  now  available  seven  days  a  week  from 
United  Feature  Syndicate. 

The  weekday  panel  has  five  themes: 
“Time  Travel”  (history),  “Sci-Lab,” 
I  “Planet”  (geography),  “Math-a-Rama” 
and  “Tech  Zone.”  The  Saturday  offering 
I  features  a  new  puzzle  or  game  each  week. 
Daily  clients  for  “KidCity”  include  the 


A  daily  "KidCity"  panel 

Columbus  (Ohio)  Dispatch,  Detroit 
News,  Los  Angeles  Times,  Norfolk,  Va., 
Virginian-Pilot  and  St.  Paul  (Minn.) 
Pioneer  Press. 

“KidCity”  is  based  on  material  created 
by  the  Children's  Television  Workshop, 
which  is  best  known  for  Sesame  Street. 
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BY  KEITH  BARNES 


sional  profit  in  their  homes,  immediately 
wondered  where  the  other  two  papers 
could  be  found. 

Not  at  all  certain  what  an  electronic 
bulletin  board  is,  Roth  announced  — 
largely  through  an  e-mail  newsgroup  sub¬ 
scriber  —  that  because  of  popular  de¬ 
mand,  he  had  made  a 
reprint  of  his  final  hot- 
metal  edition.  “I  still  had 
the  forms  on  the  press, 
so  I  printed  another  200 
from  a  half-dozen  or  so,”  he  said  in  a  tele¬ 
phone  interview. 

to  a  handful  of  Roth  sold  the  Gazette 

name  and  subscriber  list 

far-flung  outposts  to  a  new  weekly  in 
Potlatch,  which,  like 
Kendrick,  is  in  the  southern  end  of  the 
Idaho  panhandle,  near  the  Washington- 
Oregon  border. 

Still  a  job  printer  after  giving  up  his 
newspaper  for  health  reasons,  Roth  took 
some  time  off  to  assist  in  tracking  down 
remaining  hot-metal  newspapers. 

"There  were  four  of  us  until  about  a 
month  ago,”  he  said,  citing  the  Spalding 
(Neb.)  Enterprise  and  Sagiiaelie  (Colo.) 
Creseent,  both  weeklies,  and  the  Sherman 
County  (Ore.)  Journal,  a  former  weekly 
that  is  still  based  in  the  town  of  Moro. 

The  Journal  circulates  approx- 
j  imately  1,300  copies. 


according  to  Nathan  Bartlett,  the  son  of  its 
publisher  and  Job  printer  Dan  Bartlett. 

“1  used  to  exchange  papers  with  the 
JournalT  Roth  recalled,  “but  publication 
of  it  is  not  steady.”  And  the  Nebraska 
paper,  he  said,  converted  to  offset  printing 
early  this  summer. 

in  Colorado,  the  four-page  Creseent  is 
hand  set  by  Marie  Coombs  and  her  son. 
Dean.  Marie  has  been  around  what  used  to 
be  her  parents’  paper  for  nearly  80  years. 

Coombs  and  the  Creseent  have  been 
profded  periodically  by  larger  news  out¬ 
lets,  notably  by  the  late  Charles  Kurault 
on  CBS  and  most  recently  by  the  Denver 
Post.  A  letterpress  newsgroup  subscriber 
well  east  of  the  Mississippi  got  hold  of 
that  March  19  Post  story  and  cheerfully 
distributes  it  through  the  conventional,  if 
slow,  U.S.  Postal  Service. 

In  Orange  County,  Calif.,  2,600  to 
4,()0()  copies  of  the  Westminster  Herald 
are  printed  weekly  from  hot-metal  type. 
The  two-section,  16-page  paper  was  start¬ 
ed  by  the  brother  of  its  current  owner  and 
editor,  Lloyd  Thomas  —  who  has  been 
with  the  Herald  for  more  than  50  years. 

Former  Kendrick  publisher  Roth  was 
aware  of  another  hot-metal  paper  out  west, 
albeit  outside  the  United  States.  Contrib¬ 
utors  to  the  electronic  bulletin  board 
swiftly  helped  pinpoint  the  Reviewer,  pub¬ 
lished  in  Moose  Jaw, 
Saskatchewan,  a  city 
of  35.(XX)  about  44 

3  _ miles  west  of 

;;r^rchosed  Regina. 
i^-Wide  Poper  “Yes,  the  paper  is 
produced  the  ‘old- 
fashioned’  way,” 
editor  and  pub- 
lisher  Laurence 

^ 'Hire 

Pion  responded 
via  e-mail. 

‘T  u.se  a 
Miehle  flatbed 
two-revolution 
cylinder  press 
(circa  1898)  to 
produce  .  .  . 
KOOO  to  5,000 

freight-page  monthly  newspaper. 
The  variance  is  caused  by  the  stiffness 
of  advertiser  spine  —  or  lack  thereof.” 

Pion  sets  the  paper  on  Intertype  and 
Ludlow  machines.  He  manually  feeds 


Within  hours  of  learning  that  the 
Kendriek  Gazette  had  published 
its  final  edition,  old-fashioned 
letterpress  hobbyists  were  using  a  newfan¬ 
gled  Internet  newsgroup  to  lament  the 
demise  of  the  newspaper, 
which  was  sold  to  a  com¬ 
petitor. 

The  news  was  posted 
via  mass  e-mail  to 
Letterpress  Discussion 
Group  subscribers  and 
soon  was  widely  ac¬ 
knowledged  as  nothing 
less  than  heartbreaking. 

“The  last  newspaper  in 
Idaho  using  hot  metal  to  make  type”  was 
the  description  given  the  paper  in  an 
Associated  Press  July  14  dispatch. 

The  last  hot-metal  edition  went  to  press 
July  9.  As  its  former  owner,  William  A. 
Roth,  told  the  wire  service,  the  Gazette 
had  been  one  of  only  three  papers  west  of 
the  Mississippi  River  that  had  not  convert¬ 
ed  to  offset  printing  on  litho  plates  made 
from  “cold  type.” 

Hot-metal  enthusiasts,  many  of  whom 
operate  handset  presses  for  fun  and  occa- 


Hot-metal  shops 
survive,  but  slip 
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The  Kendrick  (Idaho] 
Gazette’s  Iasi 
hot-metal  issue,  with 
papers  from  Edinburg^ 
III.,  and  Moose  JawJ 
Saskatchewan,  thal 
are  still  printed  on  lead 
from  linecasting  and 
Ludlow  machined 


MP.  GRASPING 
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INTO  TAX  TTtOUGH 


With  150  years  as  a  leader 

in  the  industry,  Anitec 
Newspaper  Company  is  now 
focused  solely  on  providing 
you  with  the  highest  quality  : 

new  spaper  film,  paper,  plates 
and  chern^tey.  Our  camera  & 


imagesettinjfihns,  and 
Newsworthtf*^  brand  plate 
will  supporiyour  new 
growth;  oui  technical  service 
provides  thfstability  you 
need  to  coppwith  rapid 
changes  in  Joday’s  technology. 


Anitec  Newspaper  Company- 
the  one  source  for  your 
graphic  arts  consumables. 

For  more  information,  contact 
us  at  1-800-777-3883  or  visit 
us  at  www.anitec.com. 


newsprint  to  the  press,  where  it  is  “printed 
one  side  of  the  sheet  at  a  time,”  then  hand 
collates  pages  and  hand  folds  copies. 

Another  old-fashioned  notion  that  Pion 
is  proud  of;  “The  paper  has  been  annoying 
the  self-anointed  ‘power  people’  in  this 
town  for  some  six  years.” 

Also  on  the  bulletin  board  came  word 
of  one  hot-metal  publication  east  of  the 
Mississippi.  Smack  in  the  middle  of 
Illinois,  just  12  miles  from  the  capital, 
Glenn  W.  Luttrell  publishes  the  weekly 
Edinburg  Herald  Star.  Assisting  him  as 
writer,  proofreader  and  bookkeeper  is  his 
wife,  Margaret. 

“Hot  metal?  That’s  right.”  Luttrell  said. 
“I’m  still  printing  on  a  Goss  Duplex  web- 
fed  flatbed  press.” 

Like  Pion’s  operation  in  Moose  Jaw, 
the  Herald  Star  uses  a  Ludlow  machine 
and  an  Intertype  —  a  C-4  model  to  be  far- 
flung  outpostsexact.  By  the  standards  of 
the  Linotype,  the  mechanical  linecaster 
that  revolutionized  printing  more  than  a 
century  ago,  Luttrell’s  Intertype  model  is 
not  that  old.  “It’s  probably  from  the  early 
1950s,”  he  said.  “1  bought  it  rebuilt  from 


From  Lines  in  Lead  to 

For  400  years  or  so,  newspapers  were  The  first  commercially  successful 
printed  on  movable  hand-set  type  as  automated  typesetting  machines  went 

developed  by  Johann  Gutenberg.  A  com-  into  operation  in  the  late  1880s  (1886  is 

positor  selected  letters  from  compart-  the  date  often  given  for  Ottmar 

ments  of  a  case  of  type  and  filled  spaces  Mergenthaler’s  invention  of  the  Linotype 

on  lines  that  were  part  of  a  newspaper-  machine.)  Stories  and  body  type  for 

page-sized  form.  The  raised  surface  of  advertising  copy  set  by  the  hot-metal 

the  completely  filled  rectangular  form  devices  suddenly  were  outputting  lines 

was  coated  with  ink  and  pressed  against  of  type  10  times  faster  than  the  time-hon- 

paper.  ored  pace. 

A  nimble  printer,  the  worker  who  han-  But  while  handset  type  was  relied  on 
died  the  tyjie,  or  “print,”  could  average  less  and  less  (headline  and  other  off-size 

perhaps  50  two-inch-wide  lines  of  type  type  was  still  placed  by  hand),  until 

per  hour.  This  translates  to  maybe  15  roughly  the  second  half  of  this  century, 

hours  of  a  printer’s  time  to  hand  set  one  every  newspaper  continued  to  use  the 

page  of  a  broadsheet.  In  other  words,  two  same  basic  letterpress  process  of  a  raised 

printers  were  needed  to  make  ready  Just  surface  pressing  ink  against  paper, 

one  full  page  per  day.  A  publisher  need-  Strictly  speaking,  neither  the  Linotype 
ed  20  printers  to  output  a  10-page  paper  nor  its  improved  competitor,  the 
in  one  day.  A  weekly  of  the  same  size.  Intertype  (brought  to  market  about 
with  an  even  copy  flow,  required  four  1915),  was  a  typesetting  machine, 
printers,  each  working  five  or  six  shifts  a  Instead  of  handling  individual  type,  they 
week.  produce  slugs  —  casts  from  hot  metal 


No  More  Stinkin’  Pencils 

Dummying  a  publication  used  to  be 
a  time-consuming  process  that 
would  take  talented  people  hours  to 
complete.  It  would  take  the  rest  of 
us  even  longer.  Page  Director’'  ALS 
can  import  a  list  of  ads  and  lay  them 
out  on  the  quick.  Then  it’s  off  to 
pagination  land  (printed  dummies 
for  you  cave  dwellers).  ALS  is  used 


by  over  1 ,600  publications  in  39  countries, 
in  5  languages.  2  platforms,  1  phone  number 
800-638-J214  or  checkout  vi’v^’w.maned.com 


Power  and  Control 

•  Available  for  Macintosh  and  Windows 

•  Fully  Year  2000  compliant 

•  Automation  levels  are  user  definable 

•  Built-in  statistical  reporting  can  be 
exported  to  a  spreadsheet  program  or 
imported  to  a  front-end  system 

•  Printable  PDF  layouts  include  Ad 
Finder  information  for  review  by  edi¬ 
tors  and  managers  on  any  platform 

•  File  path  information  to  digital  ads  is 
tracked  and  automatically  linked  when 
ad  dummy  is  opened  in  QuarkXPress'” 


Page  Director'^  Ad  Layout  System 

Managing  Editor^  Inc. 
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News  in  Print 


injected  into  brass  letter  molds  (matrices) 
—  of  complete  lines  of  raised  characters. 

Within  seconds  of  their  creation,  these 
evenly  spaced  lines  of  type  are  cool 
enough  to  be  placed  by  hand,  one  line  at 
a  time,  onto  a  form  that  ultimately  is  fixed 
to  a  press. 

The  shift  from  hot  metal  to  “cold  type” 
for  lithographic  offset  printing  began  for 
many  publications  in  the  1950s  and  for 
newspapers  a  decade  or  two  later. 

Like  the  handsetters  of  old  and 
Linotype  operators  of  the  last  century, 
today’s  film  and  paste-up  artists  remain 
known  as  printers,  not  because  they  oper¬ 
ate  the  presses  but  because  theirs  was  the 
craft  that  handled  the  type  or  lines  of 
type. 

At  the  Edinburg,  Ill.,  Herald-Star,  edi¬ 
tor-printer-publisher  Glenn  Luttrell  con¬ 
tinues  to  rely  on  an  Intertype  for  casting 
lines,  a  Ludlow  machine  for  producing 
headlines  and  a  web-fed  flatbed  press. 


With  a  rectangular  | 
form  fixed  in  place 
on  the  bed,  ink  that 
is  rolled  across  the 
raised  surfaces  is 
transferred  to  sheets 
of  newsprint.  “I 
don’t  use  plates,” 

Luttrell  says. 

The  rotary  press, 
invented  well  before 
the  Linotype, 
enables  faster  hot- 
metal  printing  (as  in 
inking  pages,  not 
.setting  type)  but 
requires  an  extra 
step  —  the  duplica¬ 
tion  process  known 
as  stereotyping.  Reviewer  publisher-editor  Laurence 

A  piece  of  papier-  Pion  and  his  100-year-old  Miehle 
mache,  called  a  mat,  press 
is  placed  on  top  of 
the  conventional  form  and  run  through  a 
mat  roller,  much  the  way  wet  clothes  are 
passed  through  the  wringer  of  an  old- 


Edinburg  Herald-Star  print  shop 

an  outfit  in  Goodlettsville,  Tenn.,  six  years 
ago.” 

(He  knew  of  only  one  other  hot-metal 
newspaper  —  “somewhere  in  Michigan.” 
That  paper,  the  weekly  Fremont  Times- 
Indicator  converted  to  offset  after  a  fire 
several  years  ago.) 

Luttrell  doesn’t  own  a  computer,  enjoys 
a  good  relationship  with  his  main  print 
competitor,  the  daily  Taylorville  Breeze- 
Courier,  and  has  no  plans  to  retire,  either 
himself  or  his  press. 

Like  the  hobbyists  who  keep  alive  the 
spirit  and  often  the  practice  and  actual 
products  of  letterpress,  Luttrell  says,  “I 
enjoy  what  I  do,  and  I  just  keep  doing  it.” 


Barnes  is  a  Washington  Post  pro¬ 
duction  editor. 


!  fashioned  washing 
machine.  When 
pressed  against  the 
type,  the  mat  takes  on 
the  clear,  full  impres¬ 
sion  of  the  page  of 
type.  It  becomes  a 
mold  that  can  be  read 
just  like  a  newspaper. 

The  stereotyper 
curves  the  mat  against 
a  metal  roller,  bakes  it 
and  |X)urs  molten  lead 
into  its  mold.  In  a 
minute  or  two,  a  hard¬ 
ened  heavy  lead  plate 
is  extracted  and  locked 
into  position  on  the 
rotary  press.  It’s  still 
ditor  Laurence  letterpress,  but  it’s  not 
’-old  Miehle  flatbed  letterpress  like 
that  used  by  Luttrell 
and  a  few  others.  In 
fact,  there  very  likely  are  no  hot-metal 
periodicals  left  that  rely  on  stereotyping. 

—  Keith  Barnes 


Solutions 
without 
big 
dollar 
signs 


Stauffer 

Media 

Systems 


P.O.Box  1330 
Joplin,  MO  64801 


We  have  what  you  have  always  wanted, 
but  thought  you  couldn  7  afford. 

Quality  software 
designed  to  fit  the  needs  of  small  to 
medium  sized  newspapers. 


Ad  data  entry  software 
AdQue 

Electronic  Archive  Systems 
Stauffer  Gold  Library  -  Library  Lite 


Electronic  Audio  Information  Systems 
Stauffer  Gold  Audiotext  -  Audiotext  Lite 

Y2K  Ready  Business  Systems 
Stauffer  Gold  Advertising 
Accounts  Payable  -  Payroll 
General  Ledger  -  Circulation 

On-line  Systems 
Internet  classified  -  Quadrant 
Internet  archive  -  Voyager 
Archive  Internet  module  -  Stauffer  Gold  Interconnect 


See  us  at  America  West/NNA  Booth  #191 
or  call  Jerry  DeBondt  (515)  327-1582,  Kim  Sexton 
(816)  478-0009,  or  Keith  Wood  (785)  295-1148. 
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Howard  buys 
IPTech  RIPS 


Punch-bender 

sales 

K  &  F  Printing  Systems  International, 
Granger,  Ind.,  installed  a  Vision  Bender, 
its  100th  sale,  at  the  Indianapolis  Star  and 
News  to  register,  punch  and  bend  plates  to 
imaged  targets  for  on-press  accuracy. 

A  Vision  Bender  to  optimize  plate  reg¬ 
ister  also  was  sold  with  a  new  platemaking 
line  to  the  Kansas  City  Star.  The  paper 
also  ordered  shims,  lock-ups  and  registra¬ 
tion  systems  for  45  units  of  offset-con¬ 
verted  Hoe  Colormatic  presses  to  improve 
registration  and  minimize  start-up  waste. 
Installation  is  to  be  completed  by  October. 

Western  Lithotech,  St.  Louis,  sold  six 
DiamondVision  optical  punch  benders  to 
Newsday,  Melville,  N.Y.,  for  vision-con- 
trolled  plate-to-press  registration  accura¬ 
cy.  DiamondVision  compensates  for  film- 
image  misalignment  by  shifting  the  image 
on  an  .v,  y  rotary  table  to  ensure  plate  reg¬ 
istration  before  bending  and  press-notch 


punching.  It  also  offers  optional  cus¬ 
tomized  press  imposition  and  imposition 
compensation  software,  which  works  with 
a  newspaper’s  bar  code  generating  capa¬ 
bilities  to  track  plate  production. 

Panther  sales 
posted 

PrePress  Solutions.  Billerica.  Mass., 
installed  Panther  imagesetters  at  the 
Brownwood  (Texas)  Bulletin,  Kalispell, 
Mont.,  Daily  Inter  Lake,  Greenfield,  Ind., 
Daily  Reporter,  Great  Bend  (Kan.) 
Tribune,  Hilo  Hawaii  Tribune-Herald, 
Manitowoc.  Wis.,  Herald  Times  Reporter, 
Crawfordsville,  Ind.,  Journal  Review, 
Lethbridge  (Alberta)  Herald,  Manteca 
(Calif.)  Bulletin,  Opelika-Auburn  (Ala.) 
News,  Pine  Bluff  {Ark.)  Commercial,  San 
Marcos  (Texas)  Daily  Herald,  Sierra  Vista 
(Ariz.)  Herald,  New  Bern,  N.C.,  Sun 
Journal,  Victorville,  Calif,  Daily  Press 
and  Thomson  Target  Media. 


Information  Presentation  Technologies. 
San  Luis  Obispo,  Calif,  will  supply  its 
TurboRIP  multiplatform  raster  image 
processor  with  Java-based  user  interface 
to  all  15  Howard  Publications  newspaper 
sites. 

Groupwide  adoption  of  the  IPTech  RIP 
will  increase  efficiency,  simplify  produc¬ 
tion  using  Adobe  PostScript  3  and  pave 
the  way  toward  use  of  Adobe’s  Portable 
Document  Format,  according  to  Howard 
production  director  Larry  Maas,  who 
called  the  RIP  fast,  flexible  and  stable. 
Howard  already  is  standardized  on 
IPTech's  CanOPl  and  uShare,  which 
enables  a  Unix  computer  to  be  used  as  an 
OPl  and  AppleShare  file  server. 

Able  to  run  on  the  same  workstation 
with  CanOPI,  TurboRIP  outputs  in  vari¬ 
ous  bitmap  and  TIF  formats  and  allows 
full  previewing  of  individual  plates  or 
CMYK  composites. 


THE  EaP  POLO  MATCH 

In  This  Game,  The  Most  Infermed  Wins! 

Each  week  Editor&Publisher  focuses  on  one  particular  area  of  technology  news: 

•  PREPRESS  ■  OOTPOT '  PRESSROOM  '  POSTPRESS 

The  color  coded  pages  help  you  to  find  the  news  that’s  most  important  to  you. 

To  celebrate  our  new  COlO  s  we  are  offering  the  E&P  classic  polo  shirt  made  of 
100%  premium  quality  cotton  in  matching  blue,  green,  burgundy,  orange  and  yellow. 


Order  your  E&P  POLO  SHIRT  today  and  join  a  winning  team. 


E&P  Polo  Shirts  Order  Form 


NUMBER  ORDERED 

_  Green 

Blue 


S  M  L  XL  XXL 


Red  (Burgundy)  S  M 


Total  order _ #  of  Shirts 

at  $34.95  each  $_ 

Appropriate  tax  where  applicable  $_ 
S&H  ($4.00  for  first  shirt, 

$1. 00  each  additional  shirt)  $_ 

TOTAL  ENCLOSED  $ 


_ Orange  S  M  L  XL  XXL  $1.00  each  additional  shirt)  _ 

_ Yellow  S  M  L  XL  XXL  TOTAL  ENCLOSED  $ _ 

_ Check  enclosed.  Make  checks  payable  in  U.S.  dollars  to  HA-LO 

_ Please  bill  my  □  AMEX  □  MC  □  Visa  Card  #: _ 

Signature  (required) _ Exp.  Date: _ 

Your  Name: 


Comoanv  Name: 


Address  (no  P.O.  boxes): 


State  Zi 


Phone: 


Credit  card  billing  address  if  different  from  shipping  address: _ 

OH.  TX.FL,  WI.NJ.CA,  tN.  VANM.Nr.GA.IL.IN.  add  applicable  tax.  Int'l  orders  (outside  US  &  Canada)  add'!  shipping  costs  may  be  incurred. 

Mall  to:  E&P  Polo  Match.  HIU.0. 105  Corporate  Park  Dr..  White  Plains.  NY  10604  or  Fax:  (914)  640-2727.  Any  questions,  cal  (914)  640-2717. 
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Buffett 

Continued  from  page  30 

paper  does  is  excellent.  What  the  owner 

does  is  unfortunate." 

To  which  Lipsey  responds:  “Ford  and 
GM  and  Chrysler  —  everybody  ships  their 
money  out  of  town.  I  think  we  deserve 
credit,  not  blame,  for  having  strong  profit 
margins.”  Of  gripes  about  staffing  and 
ancient  equipment,  he  adds:  “1  wonder 
whether  they  think  they’d  be  better  off 
under  different  ownership?  If  Dean 
Singleton  bought  the  News,  he’d  run  it  on 
a  shoestring  and  mortgage  it  to  the  hilt.” 

Union  leaders  concede  that  Buffett  and 
Lipsey  are  not  bad  bosses.  But  they  argue 
the  paper  should  be  known  for  more  than 
just  its  bloated  bottom  line. 

“How  does  management  feel  it  should 
be  perceived  when  they’re  pillaging  $1 
million  a  week  from  the  community  and 
sending  it  back  to  Omaha?"  says  Larry 
Bordenaro,  a  veteran  News  mailer  and  one 
of  the  leaders  of  the  coordinating  council 
of  the  paper’s  15  unions.  “Everyone 
knows  that  the  primary  thing  this  newspa¬ 
per  does  is  make  money."  ■§ 

Hearing  delayed 
in  Mich,  murder 

The  hearing  to  determine  whether 
Sault  Ste.  Marie,  Mich.,  Evening’  News 
carrier  Nathan  Hanna  is  fit  to  stand  trial  in 
the  shooting  death  of  the  paper’s  circula¬ 
tion  director  has  been  indefinitely  post¬ 
poned. 

Chippewa  County  pro.secutor  Farrell 
Elliott  said  Hanna  is  still  undergoing  psy¬ 
chiatric  tests  and  recovering  from 
wounds  received  in  a  gun  battle  with  the 
police  who  arrested  him  two  days  after 
the  July  23  shotgun  slaying  of  circulation 
manager  Anthony  Gillespie. 

Hanna  is  charged  with  murdering  his 
fishing  buddy  and  boss  inside  the  news¬ 
paper  office.  No  motive  for  the  killing  has 
been  established. 

Native-American 
journalism  slot 

The  University  of  Montana  School  of 
Journalism  has  received  a  $90,(KX)  grant 
from  the  Freedom  Forum  to  hire  an 
American-Indian  Journalist  to  teach 
minority  affairs  reporting. 

The  position  for  the  yearlong  joumal- 
ist-in-residence  program  will  become 
available  in  January  1999.  The  grant  will 


cover  the  instructor’s  salary  and  expenses 
associated  with  the  project. 

Last  March,  the  school,  which  is 
increasing  its  efforts  to  attract  more 
Indian  students,  received  a  $50,{XX)  grant 
from  the  John  S.  and  James  L,  Knight 
Foundation  of  Miami  to  support  .student 
Journalism  projects  about  Native 
Americans.  They  will  include  television 
documentaries  and  a  yearly  newspaper 
supplement  about  significant  issues  con¬ 
cerning  Montana  Indians. 

Joe  Durso  Jr.,  the  school’s  interim 
dean,  said  the  plan  is  to  establish  the 
school  as  “a  leader  in  Native-American 
Journalism.”  He  termed  the  grants  a  “real 
tribute  to  how  highly  regarded  our  Jour¬ 
nalism  program  is  by  others  that  they’re 
willing  to  trust  us  with  these  large  sums 
of  money.” 

Pew  grant  for 
public  policy 

The  Pew  Charitable  Trusts  have 
announced  a  three-year,  S4.2  million 
grant  to  the  University  of  Richmond  to 
establish  a  center  to  highlight  public  pol¬ 
icy  innovations  developed  in  the  states. 
Ed  Fouhy,  former  executive  director  of 
the  Pew  Center  for  Civic  Journalism,  was 
named  executive  director.  To  be  based  in 
Washington,  D.C.,  the  Pew  Center  on  the 
States  will  track  and  analyze  possible 
solutions  to  such  matters  as  arts  funding 
and  welfare  financing.  It  will  produce 
eight  to  10  reports  a  year,  and  they  will  be 
posted  and  updated  on  the  Web  and  other 
electronic  media. 

CNPA  to 
diversify 

In  other  business,  the  board  reported  a 
“high-priority”  effort  to  bring  more 
diverse  newspapers  into  the  California 
Newspaper  Publishers  Association,  from 
minority-owned  papers  to  free  papers  that 
qualify  for  membership,  said  membership 
committee  chairman  Jerry  Bean,  publish¬ 
er  of  the  La  Canada  Sun.  Nevertheless, 
CNPA  executive  director  Jack  Bates  said, 
“We  don’t  expect  a  lot  to  come  in.  First, 
we  must  prove  to  them  that  there  is  some 
relevance  for  them  in  Joining.” 

Bill  Niese,  general  counsel  of  the  Los 
Angeles  Times,  gave  an  upbeat  report  on 
CNPA’s  drive  to  abolish  the  state’s  news¬ 
paper  tax,  saying  the  effort  has  “a  very 
strong  opportunity”  at  success.  A  bill  to 


scuttle  the  tax  is  on  the  legislative  agenda. 

The  board  also  moved  to  renew  CNPA’s 
association  to  “provide  assistance  where 
appropriate”  to  the  California  Free  Press 
Association. 

CNPA’s  new  president,  Martin 
Weinberger,  publisher  of  the  Claremont 
Courier,  succeeded  Frank  Whittaker,  vice 
president/operations,  the  McClatchy  Co. 
Craig  Harrington,  publisher  of  the 
InterMountain  News,  was  elected  vice 
president.  —  M,L.  Stein 

Campus  paper 
targets  union 

The  Daily  Californian,  an  independent 
student  newspaper  at  the  University  of 
California,  Berkeley,  has  petitioned  the 
National  Labor  Relations  Board  to  decer¬ 
tify  the  union  representing  production 
workers. 

The  union.  Northern  California  Media 
Workers,  a  unit  of  the  Communication 
Workers  of  America,  has  in  turn  charged 
management  with  unfair  labor  practices 
for  offering  employees  pizzas  and  promis¬ 
es  of  better  wages  and  benefits  if  they  sup¬ 
port  decertification.  The  union  action  has 
stalled  the  decertification,  since  the  NLRB 
must  first  resolve  the  two  petitions. 

According  to  the  newspaper,  26 
employees,  including  14  students,  are 
covered  by  a  contract  that  expired  Aug. 
3 1 ,  and  all  the  students  signed  the  petition 
for  a  decertification  vote. 

Californian  editor  Vinnee  Tong,  reluc¬ 
tant  to  talk  because  she’s  also  a  production 
intern,  admitted  to  “mixed  feelings” 
among  editorial  staffers. 

But  Hubert  Brucker,  the  paper’s  profes¬ 
sional  general  manager,  declared,  “1  don’t 
think  a  union  belongs  in  a  college  news¬ 
paper.” 

The  contract  dates  back  to  1978  and,  at 
first,  covered  only  nonstudent  employees. 
Over  the  years,  students  working  in  pro¬ 
duction  gained  contract  protections  —  a 
trend  that  irks  former  editors  who  fear 
union  demands  threaten  the  paper’s  finan¬ 
cial  viability, 

“This  is  about  students  reclaiming  their 
paper,”  said  Ryan  Tate,  another  former 
editor.  "This  is  about  an  abuse  of  power 
by  a  bullying  union  that  has  sought  only  to 
take  advantage  of  a  nonprofit  student 
organization.” 

Brucker  said  students  lose  out  when 
negotiating  with  union  pros,  .saying,  “If 
you  look  at  the  contract,  you’ll  see  that  it’s 
pretty  much  in  the  union’s  favor.” 
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E&P  CLASSIFIED  ADVERTISING 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  mattw@mediainfo.com 


FEATURES 

AVAILABLE 


Experts  under  the  age  of  10  agree: 

Your  Newspaper  Is 


Night  Lights  &  Piiiow  Rghts: 

The  new  feature  from 
Reuben- Awaid-V^nning  Dlustiatof 
Guy  Gilduist  packages  interactive 
games,  fun  racts  am  illustrated 
verse  into  a  cohesive  unit  kids  bve. 

Call  888-822-8398  for  a  free  sample. 


ANNOUNCEMENTS 


ARCHIVES  WANTED 


MORGUES  WANTED--pre-1975  press 
and  wire  photographs  and  hard  copy 
newspapers,  bound  or  unbound,  1 8th 
century  through  1960's  purchased. 
Moke  space  and  generate  funds.  Col¬ 
lector,  dealer  and  museum  consultant. 

Call  Eric  Caren  at  Caren  Archives, 
(914)  248-8038  or 
E-mail:  eccaren@prodigy.net 


NEWSPAPER  APPRAISERS 


'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(516)  868-8860/(727)  786-5930 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  2 14-7 
Boca  Raton,  FL  33432 


NEWSPAPER  APPRAISERS 


“DEAR  ABBY”  style  column  targeting 
baby  boomers  and  their  parents  offer¬ 
ing  vital  information  and  creative  solu¬ 
tions  for  commonly  encountered  age- 
related  concerns.  “The  Best  Years”  - 
Free  samples  -  Low  rates.  (973)  729- 
431 1  ext.  21  or  visit  our  website  at 
http://www.best-years.com 

ASTROLOGY 

ASTROLOGY  EVERYDAY 
Daily  horoscopes  designed  to  integrate 
seemlessly  into  your  newspaper  web 
site.  We  do  all  the  work  and  its  FREE! 
Call  Boldly  Interactive  (206)  654-7919 
or  E-mail:  sales@boldly.com 

Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 

AUTOMOTIVE 

CAR  FEATURES  ore  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 


/  never  had  a  piece  of  toast  Particularly 
long  and  wide  But  fell  upon  the  sanded 
Hoar  And  always  on  the  buttered  side 

James  Payn 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
^^ease  call  to  discuss  your  optiorts  in  a  sale. 

I  Confidential  Appraisal  for  Bolitho-Cribb 

I  Estate,  ESOP,  Partners,  &- Associafps 

,  J  i  Bank,  Tax,  Stock,  Assets 

publications  for  sale,  go  to  aaBM  406-586*6621 
www.cribb.com  pg^  406-5S6-6774 

John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email:Jcribb<g>lmt.net 


_ CREDIT  CARDS _ 

j  “DEBTSMART"  is  a  weekly  column 
dedicated  to  showing  your  readers 
how  to  save  thousands  af  dollars  in 
j  interest  charges  on  their  credit  cards 
I  and  loans. 

j  Press  One  Publishing  (888)  775-4410 
http://www.d^tSmart.com 

!  ENTERTAINMENT 

i  “HOLLYWOOD  SCENE”: 

Classy  gossip  by  a  true  insider.  For 
details  call  (800)  959-9977. 

HEALTH  &  FITNESS 

I - 

I  ARTICLES,  FILLERS,  graphics  and 
photos  all  inclusive.  Established  Stand- 
Alone/Monthly  health  &  fitness  news¬ 
paper  alsa  available  -  prelected  ter- 
'  ritories.  FREE  marketing  and  technical 
I  support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 


1  (800)  639-5484 

!  NEW  LIVING  NEWS  SERVICE 


SLIGHTLY  OFF  SUPERMOMI  Syn¬ 
dicated  columnist  Deb  Di  Sandro  (847) 
639-1232.  www.mc.net/slightlyoff 


NEWSPAPER  BROKERS 

700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-002 1 
Stephen  Klinger,  SWest/West 
(505)  524-0122 


BILL  MATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  33767.  No  obligation  of  course. 


CASH  OUT.  Merger/ Acquisition.  Joint 
Venture.  Capitalization.  Restructuring. 
Reorganization.  JMPC.  Est.  1983, 
(61 4)  889-9747.  www.jmpc.net 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymoncf,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  RedmontCrl,  Mesa,  AZ  8521 5 
(602)  807-7791  FAX  (602)  807-7795 


PHILLIPS  PROPERTIES,  INC. 
Consultants-  Investments 
Management-Brakers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPERS  FOR  SALE 


CURRENT  LIST 
GOTO 
cribb.com 


I 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  K.. ..  1| 
Newspapers  £1 

Check  our  Kefereuces 
(214)  265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  IX'.sco  Or,  Dallas,  TX  75225 


DON'T  LAUGH,  YOU'RE  NEXT 
The  Washington  Wit  &  Humor  of 
I  RusselfWarren  Howe 

!  Any  publisher,  editor  or  radio  station 
manager  considering  running  a  humor 
I  column  or  commentary  may  receive  a 
I  free  copy  from  Mr.  Howe  of  this  selec¬ 
tion  of  64  op-eds  and  radio  pieces. 

(202)  337-1 560  FAX  (202)  625-1 999 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

CAN  YOU  HACKETT? 

Variety  Puzzles  Since  1 981 
Free  Samples  -  Wide  Appeal 
(877)  201 -7630  Toll  Free 

PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  766-7617 

RELIGION  NEWS 

FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 
(800)  257-4972 


NEWSPAPERS  FOR  SALE 


JEWISH  COMMUNITY  WEEKLY 
Nartheast.  Vibrant,  growing  area. 
$1 50,000.  Reply  to  Box  08629,  Editor 
&  Publisher. 

MICHIGAN:  Established  shopper 

$350,000;  NEW  ENGLAND:  Health¬ 
care  monthly  $295,000;  FLORIDA: 
Gulf  coast  shopper  $150,000.  Mayo 
Communications,  (813)  971  -2061 . 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)  476-3950 


PACIFIC  NORTHWEST  MONTHLY 
trade  publication  for  antique  and  coun¬ 
try  stores  in  4  western  states,  leading 
publicatian  in  strang  Seattle-Portland 
market.  Call  Linda  (360)  736-871 6  ar 
E-mail  ocelat@localaccess.com 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shapping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)  321-2673 


IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
1  Crystal  City,  MO  6301 9. 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 

LIBERTY  GROUP  PUBLISHING  is 
aggressively  seeking  newspapers  and 
omer  print  publication  acquisitions. 
LGP  is  owner/operator  of  approxi¬ 
mately  150  publications,  including  55 
daily  newspapers.  All  correspondence 
and  discussians  are  canfidential.  Con¬ 
tact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  648M 
Phone:  (417)451-1520 


Call  us  about  our  low 
contract  rates! 

(212)  675-4380  ext.  171, 173 


PUBUCATIONS  FOR  SALE  NEWSPAPER  BROKERS  |  NEWSPAPER  BROKERS 

I  FLORIDA  GULF  COAST  golf  pub-  j 
lication.  Great  niche  -  Great  area,  j 
j  Excellent  growth.  (352)  787-9669  | 

I  FOR  SALE:  Industrial  publication.  Pub¬ 
lished  consecutively  since  1898,  with 
!  readership  and  long  term  advertising 
1  support  in  over  59  countries.  Gener- 
j  ates  300  plus  gross  with  33%  profit. 

1  There's  no  high  tech  here.  Run  by  two 
person  office.  $525,000.  Reply  to  Box 
I  08626,  Editor  &  Publisher.  i 

TRADE  ASSOCIATIONS 

I  AMERICAN  ASSOCIATION  of  Inde- 
j  pendent  Newspaper  Distributors  -  an 
I  organization  for  the  professional.  For 
membership  or  sponsor  info:  (877) 
i  GO-AAIND,  fox:  (407)  774-6751  or 
!  write:  926  Great  Pond  Drive,  #1003, 

I  Altamonte  Springs,  FL  3271 4. 


Tradition  Of  Service  To 
The  Newspaper  Industry 


NEWSPAPER  BROKERS* 
APPRAISERS*  CONSULTANTS 

BolWto-Taylor 

Mfedkl  Sevtrice 

1 15  S.  Broadway,  Ada,  OK  74820 
Phone;  (580)  421-9600  Fax:  (580)  332-7752 

www.boiitho.com 
E-mail:  bolithota  bolitho.com 


Tom  Bolitho 


EQUIPMENT  & 
SUPPLIES 

MAILROOM 

Refurbished  odd  on  pockets 

MULLER  MARTINI  227 

KANSA  320  and  480  AVAILABLE 

Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 

Herb  Cadbom  -  CK  Optical 
(310)372-0372 

MAILROOM 

6  ADD  ON  POCKETS 

1  Main  Station  Muller  Martini  227 
inserting  machine.  Will  sell  as  individ¬ 
ual  components,  os  is  or  rebuilt 

Call  (903)  596-6250 

NEWSPRINT  FOR  SALE 

30# -28# -25#-  ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N  .B.  CA 
(949)  644-2661 ,  Fax  (949)  644-0283 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 

Stitcher  Arimmers  &  Inserters 

Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fox 

MAILROOM  EQUIPMENT 

Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fax  (407)  273-901 1 

MULLER  MODEL  227S  4  into  1  Inserter 
Can  be  seen  operational 
$58,500.  Call  (501 )  967-3595 

PRESSES 

DON'T  SELL  YOUR  PRESS 

Until  You  Contact 

Newman  International  Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metra;  SOLNA  D30  C96 

Tel:  (91 3)  648-2000 

Fox:  (913)648-7750 

PRE-OWNED  MAILRCXDM  Equipment 

Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-581 7  Fax  (770)  590-7267 

_ PRESSES _ 

i  METRO,  URBANITE,  COMMUNITY, 
j  SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552- 1 528  Fax  (770)  552-2669 

!  OFFERED  FOR  SALE: 

8-unit  Goss  Urbanite  U-700/1000 
,  series  press  (4  floor  units,  3  stacked) 

I  with  3-color  unit;  folder,  upper  former, 

;  and  press  drives.  (941)561-6401. 
Inter-Continentol  Graphics,  Inc. 

i  PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 

I  22",  21  1/2",  21" 

New  or  R^uild  Goss  R.T.P.  42"  45" 
Goss  Y  columns  all  sizes 
■  Goss  Metro  Units 
Harris  1 650  folder  22  3/4" 

I  Northeast  Industries,  Inc. 

Tel:  (800)  821 -6257 
Fox:  (213)  256-7607 


PRESSES 


(D 

WWW.inlandnews.COM 


_ PRESSES _ 

USED  WEB  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 

WANTED  TO  BUY 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 
www.midamericagraphics.cam 
E-mail:  dkgeorge@midamerica- 
graphics.com 


WANTED  DEAD  OR  ALIVE 
Muller  Mortini/Flarris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fox 


WANTED:  Presses  -  Inserters 
Coll:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  IrK. 

(770)  428-581 7  Fox  (770)  590-7267 


F.ditor  &  Pi  BI.ISHF.R: 

The  communication  link  ot  the  newspaper 
industry  every  week  since  1884. 


ON  LINE  IN  1998 

Editor  &  Publisher's  International  Year  Book . .  .  the  encyclopedia  of  the  newspaper  industry 
Section  VI:  Equipment,  Supplies  and  Services  •  Companies  serving  the  newspaper  industry 

Classified  advertising  makes  your  business  listing 
STAND  OUT  in  E&P's  Year  Book. 

BOLOe  first  line  of  your  listing  ADi^ur  logo  to  the  listing 
LINI^ur  website  to  E&P's  website  -  www.mediainfo.com  PROMOTf^ur  business  with  additional  ad  copy 

Contact  the  Editor  &  Publisher  Classified  Ad  Department  and  we  will  show  you 
the  most  affordable  ways  to  reach  decision  makers  at  newspapers. 

Phone  (212)  675-4380  Ext.  171  or  173,  Mon-Fri  9am-5pm  EST 
Email  mattw@mediainfo.com,  hazelp@mediainfo.com 


www.mediainfo.com 
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INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

13  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 
www.circulation.net 


BLENKARN  TELEMARKETING 

*  Auto  pay  experts 

*  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skoff  (800)  21 8-6731 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (91 2)  336-2700 


CIRCULATION  SERVICES 


1  Answer 

METRO 


NEWS 


SKRVK  K,  INC. 


Nationwide  TELEMARKETING 
Target  •  Retention 
Acquisition  •  Conversions 

Horace  Southward  •  SOO.950.8475 

mns1@metro-news.com 

www.metro-news.com 

RESPOHSE  ABILITY 


CIRCULATION  SERVICES 

GROWING  NIE  &  HOME  DELIVERY 
CIRCULATION  IS  SPEaRUM'S 
BUSINESS  -  CALL  DOUG  REESE 
(800)  972-6778 

JOHN  A.  BURKE 
Circulation  Sales  &  Training 
Phone/Fax  (51 6)  588-2735 

HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 

LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  30th  Year 
(888)  890-7272 


CIRCULATION  SERVICES 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http://www.fakebrains.com 

INTERNET  SERVICES 

I  SEE  WHY  publications  are  making 
money  and  Realtors  are  getting  results 
I  with  the  HomeSeller. 

!  View  at  www.homeseller.net 

i  (800)  574-3703  or  info@paper.net 

I  PAGINATION  SERVICES 

i  NEED  HELP  WITH  YOUR 

I  PAGINATION  SYSTEM? 

I  Troubleshooting,  training,  consulting, 
'  purchasing,  maintenance,  networking. 

I  Josh  Madison,  (205)  302-4920 


NEWSPAPER  EXECUTIVE  SEARCH  NEWSPAPER  EXECUTIVE  SEARCH 


Established  1975 

“Executive  search,  recruitment  and 

KliMlH 

placement  services. ..to  fit  your  needs.” 

JH 

Haas/Watkins  &  Associates 

]■ 

713-977-8955  Fax  713-3.34-4180 

e-mail:  rhaas^rhaas.cum 

Rtm  Haas  | 

PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 1 0 


DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hr.  line 
(505)  842-1357 
P.O.  Box  1952 
Albuquerque,  NM  871 03 

TRAINING 

PREPRESS  AND  WEB  PRESS  training 
for  single  or  double  width  newspapers. 
Consulting  and  equipment  repair. 
Newspaper  Production  &  Research 
Center  (405)  524-7774 


Run  your  ad  for  12,  26,  39  or  52  issues 
to  increase  awareness  while  benefitting 
from  our  low  contract  rates. 

Call  (212)  675-4380  X  171,  173 


For  Business  Card  advertising, 


Schedule  on: 

September  19  •  October  17  •  November  7  •  December  5 
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HELP  WANTED 


_ ACCOUNTING _ 

COMMUNITY  NEWSPAPER  HOLD¬ 
INGS,  INC.,  is  seeking  several  experi¬ 
enced  newspaper  accountants  to  work 
in  its  Birmingnam,  AL,  headquarters. 
Candidates  ^ould  hold  a  degree  in 
accounting  or  business  and  hove  at 
least  five  years'  experience  as  a  news¬ 
paper  accountant  or  business  man¬ 
ager.  Successful  candidates  will  work 
in  one  of  CNHI's  four  divisions,  assist¬ 
ing  newspapers  and  their  business 
managers  with  a  broad  range  of 
accounting/finance  activities,  including 
monthly  closings,  budgeting,  credit  and 
collections,  implementation  of  circula-  ] 
tion  and  advertising  systems  and  | 
monthly  reporting.  Frequent  travel  to 
the  company's  newspapers  is  required.  | 
Please  send  a  resume  with  salary  his¬ 
tory  to  CNHI,  Human  Resources,  3800 
Colonnade  Parkway,  Suite  450,  Birm¬ 
ingham,  AL  35243. 

ADMINISTRATIVE  ] 

PUBLISHER 

EL  NUEVO  HERALD  I 

Opportunity  to  lead  the  nation's  top  | 
Spanish-language  newspaper.  El  j 
Nuevo  Herald  gives  voice  to  the  sub-  i 
stantial  Spanish-speaking  portion  of  1 
South  Florida's  Hispanic  community.  It  i 
has  evolved  as  a  separate  and  dis¬ 
tinctly  different  paper  from  its  sister  i 
newspaper.  The  Miami  Herald.  The  ! 
new  Publisher  will  have  strategic  ! 
vision,  outstanding  business  and  com-  | 
munity  leadership  ability,  energy  and 
passion.  The  Publisher  we  se^  is  a  j 
creative  thinker  who  can  communicate  j 
the  vision  for  El  Nuevo  Herald  and 
cause  its  implementation.  The  position 
reports  to  the  Chairman  of  The  Miami 
Herald  Publishing  Company.  The  Pub¬ 
lisher  of  El  Nuevo  Herald  must  have: 

•Broad  educational  and  work  experi¬ 
ence.  Knowledge  of  South  Florida  and 
the  U.S.  Hispanic  communities  is 
important;  travel  and  business  experi¬ 
ence  in  Latin  America  is  a  plus. 

•A  minimum  of  10  years  highly 
responsible  management  experience. 
Experience  in  media  is  highly  desira¬ 
ble. 

•The  ability  to  communicate  effectively 
at  all  levels  in  both  Spanish  and 
English,  both  written  and  spoken. 
Portuguese  is  a  plus. 

•A  proven  ability  to  work  successfully 
with  others,  managing  and  motivating 
people  in  a  diverse  wodcplace. 

•A  results-oriented  approach,  experi¬ 
enced  at  meeting  and  managing 
budgets  and  goals. 

El  Nuevo  Herald  is  published  by  the 
Miami  Herald  Publishing  Company  in 
Miami,  Florida,  USA,  and  is  part  of 
Knight  Ridder,  a  Fortune  200  media 
and  communications  company.  Fax 
resume  and  salary  history  immediately 
to  Job  Code  PUB-EN  at  (305)  995- 
8021 .  Or,  E-mail  a  text  format  of  your 
resume  to  potazu@herald.com 


DYNAMIC  PUBLISHER  needed  to 
spearhead  launch  of  new  Southwest 
Edition  of  award-winning  construction 
newspaper.  Wonderful  opportunity  for 
skilled  newspaper  veteran  to  take  on 
new  challenge.  Join  a  growth-oriented 
team  that  has  produced  the  industry's 
leading  publication  for  40  years.  Fax 
resume,  including  salary  requirements, 
to  Publisher,  (800)  523-^151.  No 
calls,  please. 


_ ADMINISTRATIVE _ 

COMMUNITY  NEWSPAPER  HOLD-  ! 
INGS,  INC.,  periodically  has  openings  ! 
in  all  newspaper  disciplines  as  the  I 
result  of  our  growth.  We  are  seeking  j 
resumes  from  qualified  individuals  for  | 
editorial,  advertising,  circulation,  | 
production,  accounting/finance  and  1 
publisher/general  manager  positions.  ' 
If  you  would  like  to  be  a  part  of  an  I 
aggressive  growth  compony  that  i 
believes  in  quality  community  newspa-  j 
pering,  we  would  like  to  hear  from  ' 
you.  CNHI,  Human  Resources,  3800  ! 
Colonnade  Parkway,  Suite  450,  Birm¬ 
ingham,  AL  35243. 


DIREaOR  OF  AUDIT  OPERATIONS 
Certified  Audit  of  Circulations,  based 
in  Wayne,  New  Jersey,  is  seeking  an 
exceptional  individual  to  oversee  all  1 
circulation  audit  operations  for  our  [ 
multi-national  organization.  Our  ideal  ' 
candidate  is  an  analytical,  energetic  i 
and  highly-skilled  manager,  able  to  . 
work  effectively  with  a  diverse  mem¬ 
bership,  staff  and  other  departments 
Publishing  (circulation/accounting)  or  I 
relevant  professional  experience  essen-  j 
tial.  Some  travel  and  computer  literacy  j 
required.  We  offer  a  competitive  i 
salary,  generous  benefits  package,  j 
and  the  chance  to  have  a  real  impact  j 
on  an  established  and  growing  com¬ 
pany.  Please  send  resume  and  salary 
requirements  to  CAC,  1 55  Willow-  j 
brook  Blvd. ,  Wayne,  NJ  07470.  I 


THE  IREX  Professional  Media  Program  j 
(ProMedia),  a  USAID-funded  project, 
seeks  o  long-term  Resident  Advisor  for 
a  Belarusian  print  media  development 
program.  The  ideal  candidate  is  an 
experienced  professional  with  busi¬ 
ness/journalism  experience  in  print 
media.  International  experience  and  I 
Russian  language  ability  are  desirable.  I 
Send  resume  with  salary  history  to  j 
Media/Bel,  fax:  (202)  628-8189  or 
I  irex@irex.org  No  calls,  please.  EOE 

j  ADVERTISING  | 

I  AD  DIREaOR  needed  at  1 2,500  Pied-  i 
I  mont,  NC  daily.  You  must  be  experi-  i 
enced  and  innovative  with  proven  | 
accomplishments  in  retail  and 
classified  sales.  Willing  but  untrained 
staff.  Lucrative  compensation  for  per¬ 
formance,  plus  all  benefits.  Respected 
national  group  offers  advancement 
opportunities.  Reply  to  Box  08627, 
Editor  &  Publisher. 


!  ADVERTISING  DIREaOR 

Long-time  A.D.  plans  to  retire  in  Janu¬ 
ary  1 999.  We  are  seeking  the  right 
person  to  build  upon  the  successes 
already  in  place.  We  need  a  strong 
leader,  willing  and  able  to  lead  by 
j  example.  Must  be  organized,  efficient, 
and  able  to  run  your  own  show.  We 
are  a  family-owned  30,000  circulation 
daily  along  with  five  weeklies  thot  total 
another  60,000.  We  offer  an  excellent 
salary  and  benefits  package  as  well  as 
an  excellent  place  to  live  and  work. 

Send  resumes  in  strict  confidence  to 
Ron  Vodenichar,  c/o  Butler  Eagle, 
P.O.  Box  271 ,  Butler,  PA  1 6003. 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

Career  opportunity  at  the  Killeen  Daily 
Herald,  Texas,  for  an  experienced 
advertising  person.  We  are  a  17,000 
daily  AM  and  23,000  Sunday  circula¬ 
tion  newspaper  located  in  central 
Texas. 

The  director  will  manage  a  staff  of  22 
sales  and  support  personnel.  The  can¬ 
didate  must  tje  goal  oriented,  possess 
excellent  people  skills  and  be  a  good 
sales  trainer. 


i _ ADVERTISING _ 

1  ADVERTISING  MANAGER  ZONE  8.  Pre- 
I  mier  seniors  growth  market  served 
j  exclusively  by  audited  paid  circulation 
I  (85%  of  households)  newspaper.  Your 
I  successful  experience  in  selling  bank¬ 
ing,  travel,  finance,  real  estate,  retail, 

I  plus  creative  promotions  in  a  high 
I  income  retirement  area  with  a  goal 
!  oriented  sales  staff  can  give  you  an 
uneaualed  opportunity.  Resume  and 
I  availability  to  Box  08622,  Editor  & 
Publisher. 


We  are  in  a  fast  growing  market  and 
this  position  will  require  a  hands  on 
manager. 

We  offer  an  excellent  starting  salary 
and  a  very  good  bonus  program. 
Please  send  resume  to: 

Killeen  Daily  Herald 
Attn:  Personnel  Director 
P.O.  Box  1300 
Killeen,  TX  76540-1 300 
(254)  634-2 125  ext.  105 
(254)  634-8204  Fax 


ADMINISTRATIVE 


:  ADVERTISING  SALESPERSON,  mini- 
:  mum  2  years  exp>erience,  needed  by 
;  Zone  5  group  to  become  part  of  man- 
^  agementwith  superb  profit-sharing,  com- 
j  missions  and  best  benefits.  $45,000 
base  salary.  Must  be  strong  on  layouts, 
have  a  love  for  selling  and  working 
j  with  people,  and  able  to  inspire  a 
small-town  staff  in  Heartland  America. 

I  Send  letter  that  describes  your 
i  accomplishments  and  goals,  along  with 
resume  to  Box  08618,  Editor  &  Pub- 
I  lisher. 


ADVERTISING 


COMMUNITY  NEWSPAPER  COMPANY  is  Greater  Boston's 
fastest  growing  media  company.  CNC  publishes  90  weekly 
newspapers,  20  shoppers,  2  dailies  and  numerous  niche 
products  reaching  1 .4  million  readers  weekly.  Our  ABC  audited 
paid  circulation  is  414,1 18  and  our  free  weekly  circulation  is 
528,024.  Our  award-winning  newspapers  and  Internet 
products,  combined  with  our  commitment  to  people, 
technology,  promotion  and  training  provide  a  perfect  backdrop 
for  success.  We’re  looking  for  the  following  top-notch  industry 
professionals: 


PUBLISHER 

CNC  has  an  immediate  need  for  a  Publisher  with  total 
responsibility  for  both  editorial  and  sales.  Publications  include 
weeklies  and  shoppers  as  well  as  numerous  niche  products. 
Prime  focus  will  be  revenue  growth,  therefore  those  whose 
background  is  sales  will  be  given  first  priority.  Previous 
experience  with  bottom  line  responsibility  a  plus. 

SALES  MANAGER 

We  seek  an  aggressive,  experienced  sales  professional  to 
direct  a  team  (10)  of  highly  motivated  retail  advertising 
representatives.  Primary  responsibility  is  revenue  growth, 
therefore  the  successful  candidate  must  be  able  to  hire,  train 
and  develop  in  a  climate  which  fosters  individual  initiative  within 
a  team  concept.  Prior  experience  with  goal  setting, 
performance  appraisal  and  the  ability  to  develop  and  mentor 
sales  reps  is  essential.  The  ideal  candidate  has  experience  in 
cross  selling  a  diverse  product  line  (Internet,  dailies,  weeklies, 
niche  products)  to  maximize  company  revenue  and  customer 
response.  Excellent  opportunity  for  those  who  seek  a 
challenge.  Total  compensation,  base  and  commission  $60- 
70K. 

Please  send  resume  and  salary  history  and  requirements  to: 

John  McNamee 
Community  Newspaper  Company 
254  Second  Avenue 
Needham,  MA  021 94 
Fax  (781)  433-6740 


COMMUNITY 
NEWSPAPER 
-y  COMPANY 
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HELP  WANTED 

ADVERTISING 

ADVERTISING  MANAGER 

The  Sanford  Herald,  a  14,000- 
circulafion  newspaper  in  the  heart  of 
North  Carolina  with  a  tradition  of 
journalistic  excellence,  seeks  an 
ADVERTISING  MANAGER  to  over¬ 
see  a  retail  sales  staff  of  five  and 
a  classified  staff  of  two.  We're 
looking  for  what  everyone  else  is 
looking  for;  o  quality,  conscientious 
and  extraordinary  sales  leader  who 
can  train,  motivate,  and  create.  What 
we  have  to  offer  is  a  chance  to  shine 
and  on  opportunity  to  live  in  a 
beautiful,  fast-growing  market  with 
many  oppartunities  for  personal  and 
professional  growth.  Submit  resume,  and 
introductory  letter  to  Bill  Horner  III, 
publisher,  Tne  Sanford  Herald,  P.O.  Box 
100,  Sanford,  NC  27331-01 00. 


ADVERTISING 


_ ADVERTISING _ 

TEXAS  30,000  morning  daily  is  accept- 
1  ing  applications  for  the  position  of 
I  Advertising  Director.  Previous  upper 
level  advertising  department  man- 
I  agement  experience  is  preferred, 
j  Must  be  detail-oriented  and  innovative, 
with  strong  personal  and  work 
j  ethics. 

Salary  {plus  MBO)  depends  on 
I  requisite  skills  and  experience  that  can 
be  documented  by  references.  Please 
I  note  that  we  have  the  "team  concept" 
i  in  place,  so  advertising  director  directs 
^  all  aspects  of  ad  production,  in  addi- 
j  tion  to  sales  and  dispatch.  All  the  usual 
benefits  of  large  corporation. 

j  Please  respond  by  mail  with  resume, 

!  references  and  salary  requirements  to: 

i  Box  08613,  Editor  &  Publisher. 


ADVERTISING 


_ ADVERTISING _  ! 

I  REGIONAL  SALES  MANAGERS 
1  NEEDED.  Mid-West  Area  (Zone  7/5). 

I  Keister-Williams  Newspaper  Services 
'  needs  newspaper  experience,  ad  sales, 
and  ability  to  travel.  We  are  con- 
i  tracted  by  newspapers  to  maintain  ads 
on  their  weekly  church  pages  and 
I  other  specials.  Challenging  position 
has  many  rewards.  You  sell  new  and 
i  service  our  existing  accounts.  We  fur- 
I  nish  accounts,  pay  salary  plus  expense 
allowance,  and  assist  on  od  sales.  Job 
j  offers  much  independence.  We  are  the  j 
“First  in  Sponsored  Religious  Mes-  i 
I  sages"  since  1 939  -  contact  us  about  Full  j 
!  and  Part  time  positions.  ' 

i  (800)  293-4709  or  ! 

j  FAX  (804)  293-4884 

ART/GRAPHICS 

I  ANG  NEWSPAPERS,  a  six-paper  ! 

chain  in  the  SF  Bay  area  is  looking  (or  S 
!  an  experienced  and  talented  artist. 

Primary  strengths  in  infographics  and  | 
!  page  design.  Must  be  proficient  in  I 
lllustrotor,  Photoshop  and  QuarkX-  j 
'  Press.  Send  resume  and  clips  to  Kory  , 


ADVERTISING  DIRECTOR 

A  Unique  Opportunity  for  Career  Growth  and  Enhancement  with 
an  independent,  employee-owned  company 

The  Telegraph  Herald,  Dubuque,  Iowa,  an  independent  and 
employee-owned  daily  newspaper,  and  a  subsidiary  of  Woodward 
Communications,  Inc.  is  seeking  an  Advertising  Director  with 
proven  leadership,  mentoring  and  training  skills.  In  addition  to  the 
previously  mentioned  skills,  experience  in  both  Retail  and 
Classified  is  preferred,  as  well  as  abilities  to  develop  operating  bud¬ 
gets  and  long-range  business  plans  and  a  proven  track  record  in 
achieving  revenue  goals  and  objectives.  Natural  "people  skills”  and 
the  ability  to  incorporate  a  “bottom-up"  participatory  management 
style  is  paramount.  This  position  reports  directly  to  the  Publisher 
and  will  participate  as  a  key  member  of  our  Newspaper 
Management  Group. 

Woodward  Communications,  Inc.  offers  an  excellent  salary,  bonus 
and  incentive  package,  as  well  as  the  opportunity  to  become  an 
employee  stockholder  after  a  five-year  vesting  period.  We  are  will¬ 
ing  to  pay  a  “better  than  average  compensation  package"  for  a  “bet¬ 
ter  than  average  candidate”. 

If  you  are  looking  for  an  extremely  good  career  opportunity,  appre¬ 
ciate  excellent  quality  of  life  and  truly  have  “ink  in  your  blood”,  then 
you  could  very  well  find  a  piece  of  paradise  in  Northeast  Iowa. 

Along  with  a  current  resume  and  list  of  references,  please  include 
a  cover  letter  outlining  the  reasons  that  you  would  be  a  “better  than 
average”  candidate  for  this  unique  career  opportunity.  The 
Telegraph  Herald  is  an  EEC  Employer.  All  applications  will  tje  kept 
in  strict  confidence.  Please  apply  to; 

Tom  Yunt 
Publisher 

Vice  President/Newspapers 

Telegraph  Herald 

801  Bluff 
P.O.  Box  688 
Dubuque,  lA  52004-0688 
Fax;  (319)  588-5739 


Hansen,  art  director,  ANG  Newspa-  | 
pers,  4770  Willow  Road,  Pleasanton,  | 
CA  94588.  No  phone  calls,  please.  1 

CIRCULATION 

CIRCULATION  DIREaOR  I 

Growing  Arizona  group  seeks  experi-  | 
enced  and  aggressive  Circulation  j 
Director,  strong  in  developing  little 
merchant  home  delivery  and  single 
copy  sales.  Good  salary,  benefits, 
incentives  to  proven  circulator.  ABC 
audit.  Send  resume,  references,  and 
salary  history  to  Box  08625,  Editor  & 
Publisher. 

CIRCULATION  MANAGER 

The  award  winning  Corpus  Christi 
Caller-Times  (E.  W.  Scripps  Company) 
has  an  immediate  opportunity  for  a 
"hands-on"  manager.  The  Circulation 
Manager  is  responsible  for  home 
delivery,  transportation  and  fleet  main¬ 
tenance  and  for  managing  a  diverse 
workforce  of  managers,  employees 
and  contracted  labor.  Candidates  must 
have  at  least  4  years  progressive 
circulation  experience  and  have 
demonstrated  abilities  to  achieve  sales, 
service  and  collection  goals  in  a 
challenging  daily  newspaper  environ¬ 
ment.  Candidates  must  possess  strong 
communication,  coaching,  team  build¬ 
ing  and  training  skills.  In  addition,  prov¬ 
en  analytical  and  problem-solving 
skills  are  a  must.  Excellent  opportunity 
for  individual  seeking  advancement 
opportunities.  We  offer  a  competitive 
salary  with  success-based  bonus,  a 
comprehensive  benefits  package,  and 
I  a  relaxed  style  of  living  on  the  beautiful 
balmy  Gulf  Coast  of  Texas.  Please  send 
!  your  resume  with  cover  letter  to: 

[  Corpus  Christi  Caller-Times 

Human  Resources  Department 

ATTN:  Circulation  Manager 
I  P.O.  Box  91 36 

Corpus  Christi,  TX  78469 
!  Fax;  (51 2)  884-5357 

E-mail:  cthr@scripps.com 
EOE 


_ CIRCULATION _ 

CIRCULATION 

HOME  DELIVERY  MANAGER 

ANG  Newspapers,  in  the  beautiful  San 
Francisco  Bay  Area,  has  an  opening 
for  a  candidate  with  proven  achieve¬ 
ments  and  the  ability  to  be  successful  in 
an  extremely  competitive,  price- 
sensitive  market.  We  seek  an  individ¬ 
ual  with  Home  Delivery  and  Marketing 
skills,  and  several  years  of  manage¬ 
ment  experience.  ANG  offers  an 
attractive  compensation  package  with 
401  (k).  Medical,  Dental,  Life  and  other 
generous  benefits.  If  you  are  looking 
for  an  opportunity  to  prove  your  skills 
and  advance  quickly,  submit  your 
resume  and  salary  history  to: 

ANG  Newspapers 
Home  Delivery  Manager  Opportunity 
P.O.  Box  5050 
Hayward,  CA  94540 

Equal  Opportunity  Employer 
We  are  a  drug  free  workplace 

CIRCULATION  MANAGER 

20,000  circulatian  newspaper,  7  days 
per  week,  seeks  hands-on  manager 
with  experience  in  district  manage¬ 
ment,  mailroom,  single  copy  sales, 
ABC  reports.  Good  opportunity  to 
move  up  from  smaller  operation. 
Specify  salary  requirements.  Resumes 
only  to  Publisher,  Record-Courier,  Box 
1 201 ,  Ravenna,  OH  44266. 

'  CIRCULATION  DIREQOR 

j  The  Vindicator,  an  80,000  daily 
!  circulation  and  1 20,000  Sunday 
circulation  newspaper  located  in 
j  Youngstown,  Ohio  is  looking  for  a 
Circulation  Director.  This  is  an  excellent 
1  opportunity  in  an  afternoon  market  for 
i  a  circulation  person  with  a  proven 
I  track  record.  The  ideal  candidate  will 
I  be  goal  oriented  and  have  at  least  five 
I  years  of  upper  circulation  management 
j  experience  preferably  in  a  union 
1  environment.  The  ability  to  motivate, 

<  train  and  guide  the  department 
I  through  its  daily  circulation  challenges 
I  is  necessary.  Proficient  computer  skills 
I  are  required.  Please  send  a  cover  let- 
i  ter,  resume  and  salary  history  to  Bob 
:  Wiseman,  personnel  manager.  The  Vin- 
1  dicator  Printing  Company,  P.O.  Box 
780,  Youngstown,  OH  44501 -0780. 


It's  a 
Classified 
i  Secret  — 

I  We'll  never  reveal  the  identity 
of  an  E&P  box  holder.  If  you 
don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed 
i  to  the  E&P  Classified  Advertising 
Department  with  an  attached  note 
j  listing  the  newspapers  or  companies 
i  you  do  not  want  the  reply  to  reach.  If 
I  the  Box  Number  you're  answering  is 
on  your  list,  we'll  discard  your  reply. 
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_ CIRCULATION _ 

METRO  HOME  DELIVERY  MANAGER 

The  Wichita  Eagle,  a  Knight  Ridder 
newspaper  with  daily  circulation  of 
92,000  and  Sunday  circulation  of 
1 63,000,  has  an  opening  for  an  expe¬ 
rienced  metro  home  delivery  manager. 
This  position,  with  responsibilities  for 
all  home  delivery  in  our  metro  area,  is 
also  responsible  for  achieving  sales 
and  service  goals  with  a  team  of  two 
area  managers  and  16  district  man¬ 
agers. 

We're  asking  for  four  years  of  related 
experience  and  a  business  or  market¬ 
ing  degree  is  preferred.  Excellent 
communication  skills  and  computer  lit¬ 
eracy  a  must.  Reports  to  the  Circulation 
Vice  President. 

Send  resume  and  cover  letter  to 
Human  Resources  Department,  Circula¬ 
tion  Metro  Manager  Position,  The 
Wichita  Eagle,  P.O.  Box  820,  Wichita, 
KS  67201  -0820  or  Fax  to  (316)  268- 
6672. 


SALES  CREW  MANAGER 

The  Bucks  County  Courier  Times  is  look¬ 
ing  for  someone  to  manage  our  in- 
house  crew  operation.  You  will  be 
responsible  for  4  full-time  crew  man¬ 
agers  and  20  to  25  youth  crew  mem¬ 
bers.  This  position  is  located  in  a 
challenging  suburban  Philadelphia 
market.  We  need  someone  who  is 
going  to  lead  by  example  while  train¬ 
ing  and  motivating  managers  to 
achieve  weekly  sales  goals.  We  offer  a 
good  salary,  excellent  monthly  incen¬ 
tive  potential,  use  of  a  company  vehi¬ 
cle,  and  a  good  benefits  program, 
including  401  (k).  Current  independent 
contractors  are  encouraged  to  apply. 
Priar  experience  in  door-to-door  crew 
sales  is  preferred. 

Reply  to: 

Jim  O'Rourke 
Circulation  Sales  Manager 
Bucks  County  Courier  Times 
8400  Route  1 3 
Levittown,  PA  1 9057 
(215)  949-4267 


Classified 

Advertising 

Deadlines 

In-Column  Advertisements 

Tuesday  noon  (EST) 
for  following  Saturday  issue 

Classified  Display 

Friday  5pm  (EST)  8  days 
prior  to  publication 


The  Palm  Beach  Post  has  an  opening 
for  a  lA/news  projects  designer.  This 
person  works  with  the  news  editor  and 
is  responsible  for  the  content-driven  j 
design  of  our  front  page  and  news  proj-  I 
ects.  ! 

Mac  experience  is  a  must;  experience 
in  Photoshop  and  QuarkXPress  is  pre¬ 
ferred.  DTI  experience  would  be  super! 
Please  send  resumes  and  pages  to: 

Holly  Ballz/news  editor  , 

The  Palm  Beach  Post  i 

2751  South  Dixie  Highway  | 

West  Palm  Beach,  FL  33401 

Fax:(561)820-4407  , 

E-mail:  max@pbpost.com 

ASSIGNING  EDITORS 


i  assigning  editors  to  work  with  report¬ 
ing  teams  in  specialty  coverage  areas. 
Candidates  must  be  able  to  set  a  vision 
for  breaking-news  and  enterprise  cov¬ 
erage  and  coach  reporters  to  execute 
j  that  vision  to  highest  journalistic  stan- 
I  dards.  Editors  must  work  comfortably 
j  as  part  of  a  team  and  take  ownership 
I  of  their  coverage  areas  to  help  build 
{  the  best  regional  newspaper  in  the 
I  country.  Excellent  editing  skills,  a 
I  passion  for  ideas,  enthusiasm  for  news 
j  and  a  deep  respect  for  readers  are 
I  required.  The  Times  is  a  Pulitzer  Prize- 
j  winning,  family-owned  newspaper 
with  excellent  benefits.  Send  cover  let- 
I  ter,  resume  and  samples  to  Patricia 
Foote,  assistant  managing  editor.  The 
!  Seattle  Times,  P.O.  Box  70,  Seattle, 
WA  98111.  Describe  your  approach 
to  story  editing,  story  development  and 
the  editor-reporter  relationship. 


ASSISTANT  CITY  EDITOR 

The  Kenosha  News  is  looking  for  a 
talented  and  enthusiastic  journalist  to 
work  as  our  assistant  city  editor.  This 
j  individual  will  help  the  city  editor  direct 
a  staff  of  13,  make  coverage  plans, 
edit  stories,  and  coordinate  special  sec¬ 
tions.  We  are  a  28,000  circulation  AM 
daily  located  in  a  growing  community 
between  Chicago  and  Milwaukee.  We 
offer  an  attractive  salary  and  benefits 
I  package  as  well  as  the  apportunity  to 
I  help  improve  what  is  already  one  of 
the  best  daily  newspapers  in  the  state. 

I  Please  send  resume,  cover  letter  and  a 
j  list  of  references  to: 

Kenosha  News 
Craig  Swanson,  Editor 
P.O.  Box  190 

Kenosha,  Wl  531 41 -01 90 

The  Kenosha  News  is  an 
Equal  Opportunity  Employer 


ASSISTANT  FEATURE  EDITOR  wanted 
for  56,000-t  daily  n  college  town.  This 
is  a  writer/editor  position:  College 
degree,  3-5  years'  daily  experience, 
j  good  organizational  and  copy-editing 
I  skills  essential.  Must  be  a  strong  idea 
I  person.  Will  assist  features  editor  in 
I  planning  and  executing  daily  and 
:  special  sections.  Send  cover  letter  and 
resume  to  Diane  Chun,  features  editor. 
The  Gainesville  Sun,  P.O.  Box 
147147,  Gainesville,  FL  32614-7147. 
Or  fax  (352)  338-3128. 


40,000  PM  daily  seeks  an  assistant  j 
metro  editor  to  help  direct  news  cov-  : 
erage.  Our  emphasis  is  on  enterprise  ' 
reporting,  not  meeting  coverage,  and  ! 
working  on  the  front  end  with  reporters 
on  news-gathering  and  writing.  Mini-  i 
mu.' I  requirements:  Five  years  of  pro-  j 
fessional  newspaper  experience;  de¬ 
monstrated  ability  to  motivate  others;  i 
good  editing  skills;  understanding  of 
FOIA  and  computer-assisted  reporting.  ; 
Management  experience  helpful,  but  | 
not  required.  Competitive  salary  and  | 
benefits.  Equal  opportunity  employer. 
Send  resume,  six  reporting  clips  or  edit¬ 
ing  samples,  and  names  of  three  ! 
references  to: 

Eileen  Lehnert 
Metro  Editor 

Jackson  Citizen  Patriot  ^ 

21 4  S.  Jackson  i 

Jackson,  Ml  49201-2282 


ASSISTANT  NEWS  EDITOR  j 

PALM  BEACH  POST  i 

j  The  Post  is  looking  for  a  copy  desk  ' 

I  leader  who  has  five  to  seven  years  of  | 
j  experience,  several  at  a  medium 
1  metropolitan  daily  or  larger,  to  help  ^ 
j  supervise  a  universal  desk  of  more  i 
than  30  copy  editors.  We're  a  com- 
;  petitive  paper  in  a  growing  South  Flor¬ 
ida  market  and  need  a  person  with  i 
both  design  and  word  skills.  Mac  ' 
experience  is  helpful. 

I  Please  send  resumes  and  clips  to: 

Holly  Baltz/ news  editor 
I  The  Palm  Beach  Post 

2751  South  Dixie  Highway 
1  West  Palm  Beach,  FL  33410 
!  Fax:(561)820-4407 

;  E-mail:  max@pbpost.com 


ASSISTANT  SPORTS  EDITOR  -  If  you 
like  sports,  we'll  give  you  all  you  want. 
The  Tribune-Democrat  in  Johnstown, 
PA  (49,000  daily  -  53,000  Sunday)  is 
I  looking  for  an  Assistant  Sports  Editor 
who  can  handle  the  full  schedules  of 
32  high  schools,  and  player- 
development  franchises  in  professional 
!  hockey  and  baseball.  We're  in  Pitts- 
I  burgh  Steeler,  Penguin  and  Pirate 
!  country  between  Pitt  and  Penn  State. 
This  is  a  management  position  that 
involves  copy  editing,  design,  schedul- 
1  ing,  coverage  and  yes,  you'll  write  a 
i  column.  If  you're  ready  to  step  up, 
send  resume  and  clips  to  Human 
I  Resources  Manager,  The  Johnstown 
[  Tribune  Publishing  Company,  P.O.  Box 
I  340,  425  Locust  Street,  Johnstown,  PA 
I  15907-0340. 

j  ASSISTANT  WIRE  EDITOR 
'  The  Waterloo  Courier,  the  winner  of 
'  Iowa  and  national  general  excellence 
awards,  has  an  opening  for  an  assis¬ 
tant  wire  editor  who  also  would  have 
some  front-page  responsibilities  during 
the  week.  The  job  entails  selecting 
stories,  laying  out  pages  on  QuarkX¬ 
Press  and  writing  headlines.  We're  a 
!  50,000  PM  daily.  Send  resume  and 
samples  of  your  work  to  Saul  Shapiro, 
editor,  Waterloo  Courier,  P.O.  Box 
540,  Waterloo,  lA  50704. 


Desperation  is  a  feather  in  your  cap 

Beck 


_ EDITORIAL _ 

ASSISTANT 

EXECUTIVE  SPORTS  EDITOR 

The  Boston  Herald  is  seeking  a  jack-of- 
all-trades  editor  to  join  four-person 
management  team,  overseeing  65- 
person  staff  at  the  nation's  most  sports¬ 
conscious  newspaper  in  the  nation's 
most  sports-crazed  city. 

Candidate  must  have  sharp  editing, 
layout  and  management  skills,  and 
must  be  willing  to  put  in  long  hours. 
Minimum  of  three  to  five  years  experi¬ 
ence  at  a  mid-sized  daily  required. 

Send  resume,  layout  samples,  solary 
history  and  references  to  Mark  Torpey, 
executive  sports  editor,  Boston  Herald, 
P.O.  Box  2096,  Boston,  MA  02106- 
2096.  No  phone  calls,  please. 

ASSOCIATE  EDITOR/GRAPHICS 
The  Sacramento  Business  Journal  seeks 
an  associate  editor  with  strong  page 
design  and  writing  skills.  The  position 
requires  experience  as  a  news  reporter 
and  editor,  a  passion  for  graphic  pre¬ 
sentation  and  a  bag  full  of  fresh  ideas. 
Will  assign  and  edit  stories,  oversee 
special  projects  and  ploy  a  key  role  in 
a  top  weekly  business  newspaper.  We 
use  QuarkXPress  on  Macs.  Inquiries: 
1401  21st  Street,  Suite  200,  Sacra¬ 
mento,  CA  95667. 

Email:  sbjedit@ns.net 

ASSOCIATE  EDITOR/BUSINESS  wanted 
I  to  spearhead  aggressive  editorial 
i  expansion  into  dealmaking,  banking 
&  finance,  bankruptcy,  corporate 
!  lawyering  and  strategy.  Responsi- 
j  bility  for  new  weekly  section  includes 
assigning,  editing,  reporting,  recruit¬ 
ing.  A  big  job  in  a  major  market  with 
premier  companies,  fascinating 
'  players.  We  are  the  Daily  Report  in 
!  Atlanta,  1 09  years  strong  --  and  grow- 
I  ing.  Every  business  day  we  serve  a 
!  savvy  readership  hard-edged  journal¬ 
ism  meeting  the  highest  editorial  stan- 
'  dards.  We  hire  the  best  and  the 
brightest,  offer  competitive  salary, 
unbeatable  benefits,  professional  fulfill- 
j  ment.  A  chance  to  make  your  mark, 
grow,  and  thrive.  Send  resume,  clips  to 
Richard  Gard,  190  Pryor  Street,  S.W., 
.  P.O.  Box  354,  Atlanta,  GA  30303. 

Fax:(404)523-5924 
j  richard.gard@counsel.com 

‘  No  colls,  please 


Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT 
a  monthly  journalism  review. 


'  ♦  Editor  &  Publisher  is  NOT 
a  monthly  association  house 
organ. 

:  ♦  Editor  &  Publisher  IS  the 
I  only  independent  weekly 
I  NEWS  magazine  covering 
:  the  newspaper  industry. 

EDITOR  &  PUBLISHER 

II  West  19th  .Street.  New  York,  NY  10011 
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HELP  WANTED 


_ EDITORIAL _ 

BUSINESS  COPY  EDITOR 

The  Columbus  Dispatch,  a  state  capital 
metropolitan  daily,  is  looking  for  a 
copy  editor  to  join  our  Business  News 
department.  We  are  a  leader  in  the 
use  of  the  latest  newspaper  technology, 
with  full  pagination  and  extensive  use 
of  color.  We're  looking  for  versatile, 
experienced  editors  with  talent  and 
initiative.  Three  years  of  experience  is 
required  and  a  Bachelor's  degree  is 
preferred.  Familiarity  with  QuarkX¬ 
Press  and  Atex  pagination  is  a  plus. 
Business  copy  editors  may  work 
weekends.  We  offer  excellent  pay  and 
benefits  and  an  atmosphere  that's 
friendly  and  professional.  We  are  an 
equal  opportunity  employer.  If 
interested,  please  forward  a  resume 
and  cover  letter  with  salary  require¬ 
ments  to: 

THE  COLUMBUS  DISPATCH 
Human  Resources  Department 
34  S.  Third  Street 
Columbus,  OH  43215 


BUSINESS  EDITOR 

The  Winston-Salem  Journal,  a  92,000- 
circulation  daily  in  the  Piedmont  Triad 
region  of  North  Carolina,  has  an  open¬ 
ing  for  a  business  editor.  Direct  a  staff 
of  four  reporters  and  an  editorial  assis¬ 
tant  to  produce  six  daily  sections  and  a 
Sunday  shared  section  in  competitive 
market  and  write  a  weekly  column.  To 
apply,  send  a  cover  letter,  resume  and 
samples  of  your  work  to  Carl  Crothers, 
managing  editor,  Winston-Salem 
Journal,  P.O.  Box  3159,  Winston 
Salem,  NC  27102. 


BUSINESS  JOURNALISTS 

Globally  respected  newsletter  publisher 
in  the  energy  industry  seeks  creative 
and  energetic  Business  News 
Journalists  to  work  in  Houston  office. 
This  is  an  exciting  opportunity  to  get 
out  of  the  local  scene  and  write  about 
world  trade,  politics,  finance,  and  cor¬ 
porate  news.  Our  high  cost  newsletters 
span  the  markets  for  oil  and  gas, 
including  Latin  America,  Europe,  FSU, 
and  Asia.  Our  coverage  is 
investigative  and  intelligent  and  our 
company  is  fast-paced  and  growing. 
Position  open  for  journalists  to  work 
with  international  team  of  over  50 
bright  and  highly  skilled  journalists. 
Some  travel  possible.  Spanish  or 
Portuguese  skills  a  plus  but  not 
required.  Looking  for  journalists  with 
two  or  more  years  experience  in  busi¬ 
ness  news.  Also  looking  for  entry-level 
candidates  with  high  GPA's.  Great 
fully  paid  benefits.  Learn  more  at 
www.petroleumargus.com 

Send  resume,  writing  clips,  and  cover 
letter  to  Petroleum  Argus,  4801 
Woodway,  Suite  270W,  Houston,  TX 
77056.  Fax:  (713)  622-2991. 

E-mail:  arghou.massey@neosoft.com 


I _ EDITORIAL _ 

’  BUSINESS  REPORTER 

The  Tampa  Tribune,  a  1998  Best  in 
Business  winner,  seeks  reporter  to 
cover  agriculture  and  related  busi- 
I  nesses.  We're  seeking  a  self  starter 
i  who  can  discover  and  tell  sweeping 
!  stories  of  change  in  a  top  food¬ 
growing  and  processing  region.  Three 
j  years'  business  reporting  experience 
strongly  preferred.  Clips  and  resume  to 
I  Bernie  Kohn,  business  editor.  The 
j  Tampa  Tribune,  202  S.  Parker  Street, 
Tampa,  FL  33606,  or 
I  E-mail:  bkohn@tampatrib.com 

BUSINESS  WRITERS  -  The  Las  Vegas 
Sun  seeks  resumes  from  experienced 
business  writers.  Our  expanding  busi¬ 
ness  section  covers  economic  issues  | 
and  trends  in  the  nation's  fastest- 
growing  city.  Real  estate,  finance,  law, 
entertainment  industry  and/or  health 
care  industry  coverage  is  a  plus.  See 
1  us  at  vwifw.fasvegassun.com  Contact 
i  Business  Editor  Steve  Green  at  Las 
I  Vegas  Sun,  800  S.  Valley  View  Boule-  | 
i  vard.  Las  Vegas,  NV  89107  or  i 

j  sgreen@lasvegassun.com 

i  - 

j  CITY  EDITOR 

Money  magazine  calls  Manchester  the 
“best  small  city  in  the  Northeast".  Can 
you  improve  the  local  paper's  home- 
1  town  coverage?  New  Hampshire's 
largest  newspaper.  The  Union  Leader, 
seeks  an  experienced  editor  who 
can  increase  readership  with  cover¬ 
age  that  is  lively,  accurate,  relevant  -- 
and  ahead  of  the  competition.  Proven 
personnel  and  management  skills 
I  are  essential.  Send  resume  and  clips 
I  to: 


Human  Resources  Department 
Union  Leader  Corporation 
P.O.  Box  9555 

Manchester,  NH  03 1 08-9555 


COME  WORK  IN  PARADISE 
Hard-working  general  assignment 
reporter  for  Knight  Ridder  weekly  in 
the  highly  competitive  market  of  the 
upper  Florida  Keys.  Great  benefits 
'  begin  Day  1 .  Resume,  6-8  samples  to 
:  Jackie  Harder,  The  Reporter,  P.O.  Box 
;  11 97,  Tavernier,  FL  33037. 

j  COPY  EDITOR  -  50,000  Zone  2  AM 
;  daily  and  Sunday  needs  a  word 
person,  a  style  enforcer,  someone  who 
i  cares  about  the  language  and  editing, 

'  who  can  write  solid,  punchy  headlines 
and  meet  deadlines  every  night,  j 
I  Interested  individuals  should  submit  a 
'  resume  and  cover  letter  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
I  340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. 

I  COPY  EDITOR  -  20K/28K  daily  in 
I  university  city  in  gorgeous  northern 
,  lAA/  needs  experienced  copy  editor  \ 
\  with  strong  news,  word  and  story  skills  ! 
I  who  knows  or  wants  to  learn  QuarkX-  | 
!  Press  and  design.  Pay:  competitive. 

^  Benefits:  good  -  free  medical,  401  (k).  i 
Quality  of  life:  excellent  -  cool  town  1 
I  with  low  crime,  lots  of  access  to  nature,  j 
Resume,  clips  to  Mark  Stacy,  news  1 
I  editor.  The  Dominion  Post,  1251  Earl  j 
L.  Core  Road,  Morgantown,  WV  j 
1  26505.  ' 


_ EDITORIAL _ 

COPYEDITOR 

C-E  Publishing,  the  custom  publishing 
group  of  Campbell-Ewald,  is  seeking 
an  experienced  Copy  Editor  to  work  in 
our  Warren,  Michigan  office.  The  ideal 
candidate  will  possess  strong  language 
skills  (style,  punctuation,  grammar)  and 
a  minimum  of  two  years'  experience 
copy  editing  magazines  or  newspa¬ 
pers.  Experience  with  Word  98  and 
QuarkXPress  is  highly  desirable.  We 
offer  competitive  salary  and  benefits 
package  in  a  rapidly  growing  dynamic 
environment.  Please  send  or  FAX  your 
resume  and  salary  history  to: 

C-E  Publishing 
Attn:  S.  Gulawsky 
304CX)  Van  Dyke  Avenue 
Warren,  Ml  48093 
Fax:  (810)  558-5891 


EDITOR  -  “Hands-on"  editor  needed 
immediately  to  lead  small,  veteran 
news  team  at  community  weekly.  Work 
with  creative,  active  and  affluent  com¬ 
munities  in  western  Sonoma  County 
where  vineyards,  orchards  and 
redwoods  meet  the  Pacific.  Salary, 
benefits  and  a  positive  working  environ¬ 
ment  offered.  Resumes  ana  clips  to 
Editor,  Sonoma  West  Times  &  News, 
P.O.  Box  521 ,  Sebastopol,  CA  95473. 


_ EDITORIAL _ 

COPY  EDITOR 

The  Albuquerque  Journal,  New  Mexi- 
I  co's  leading  newspaper  is  looking  for 
!  a  skilled  copy  editor  to  join  its  1 8- 
I  member  staff.  We  are  an  aggressive 
j  desk  that  questions  everything  from  the 
]  spelling  of  proper  names  to  the  num- 
.  bers  in  a  defendant's  bond  -  all  while 
I  writing  headlines  that  pull  people  into 
our  paper.  A  curious  mind,  intimate 
j  knowledge  of  AP  style  and  strong 
!  internships/prior  newspaper  experi- 
I  ence  a  must.  Contact  News  Editor 
j  D'Val  Westphal  at  (505)  823-3858; 
j  fax  (505)  823-3994;  or  E-mail  at: 

I  road@abqjournal.com 


COPY  EDITOR/DESIGNER 

Can  you  write  snappy  headlines,  edit 
copy  until  it's  clean  and  design  “wow" 
pages?  Do  you  enjoy  paginating,  pick¬ 
ing  your  own  art  and  seeing  a  page 
through  the  process  from  story  editing 
to  proofing?  Then  we're  looking  for 
you.  The  Beaver  County  Times  is  an 
award-winning  Monday-Friday  and 
Sunday  AM  in  suburban  Pittsburgh.  If 
you'd  like  to  join  us,  send  a  cover  let¬ 
ter,  resume  and  design  clips  to  Cathy 
Benscoter,  Beaver  County  Times,  400 
Fair  Avenue,  Beaver,  PA  1 5009. 


E&P  runs  monthly  recruitment  features  and 
special  sections  highlighting  issues  that 
affect  Human  Resource  professionals  at 


newspapers. 


To  place  an  advertisement  in  any  of  these 
sections  call  the  E&P  Classified  Department 
(212)  675-4380.  Ext.  171  or  173. 

_ 1998  Recruitment  &  HR  Features: _ 


Issue  Dates: 

OCTOBER  17 
NOVEMBER  21 
DECEMBER  19 


Space  Deadlines: 

OCTOBER  7 
NOVEMBER  1 1 
DECEMBER  9 
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HELP  WANTED 


_ EDITORIAL _ 

COPY  EDITOR  wanted  for  small  5-day 
progressive  PM  daily  in  central  Massa¬ 
chusetts.  Must  be  proficient  in  QuarkX¬ 
Press,  and  be  a  team  player. 
Southbridge  Evening  News,  25  Elm 
Street,  Southbridge,  MA  01550.  Please 
call  Editor  Henry  Frederick,  at  (508) 
764-4325  ext.  114.  Northeast  candi¬ 
dates  preferred. 

COPY  RESEARCHER  (Classified  Depart¬ 
ment)  needed  full-time  by  NY  News¬ 
paper/Magazine.  Write  and  refine 
copy  for  classified  advertisements, 
computerize  and  prepare  same  for 
publication,  access  reference  works 
and  statistical  records  and  obtain  data 
on  assigned  subjects  connected  with 
India  for  advertising  copy.  Excellent  com¬ 
mand  of  English.  Must  have  2  years 
experience  in  job  offered  or  2  years 
experience  as  English  Teacher/Editor/ 
Writer.  Bachelor's  in  Literature  or 
Journalism.  Respond  to  HR  Depart¬ 
ment,  India  Abroad  Publications,  Inc., 
43  W.  24th  Street,  New  York,  NY 
10010. 


EDITOR  (METRO) 

Lead  competitive  PM  in  hard  news  city. 
Spark  local  news.  Must  be  demanding 
motivator,  creative  story  teller,  com¬ 
mitted  to  superior  journalism.  Two 
years  leadership  experience;  QuarkX¬ 
Press  skills.  Send  letter,  resume  to 
Managing  Editor,  The  Hour,  346  Main 
Avenue,  Norwalk,  CT  06851 . 

EDITOR  FOR  6  day  small  daily  located 
in  beautiful  Hudson  River  Valley  of 
New  York  State.  Excellent  living  and 
working  conditions  with  family-owned 
newspaper  group.  Competitive  pay 
and  excellent  benefits.  Reply  to  Box 
08621 ,  Editor  &  Publisher. 

EDITOR  NEEDED  by  Russell  Daily 
News.  Local  copy,  wire,  sports,  heads, 
pictures,  supervise  makeup.  Allan 
Evans,  Box  513,  Russell,  KS  67665, 
(785)483-2118. 

EDITORIAL  WRITER 

The  Courier-Post,  a  95,000,  seven-day 
AM  newspaper  in  the  competitive 
South  Jersey-Philadelphia  market,  is 
searching  for  a  self-motivated  editorial 
writer  for  our  editorial  page.  We  are 
looking  for  an  individual  to  prepare 
and  write  editorials,  edit  and  size 
award  winning  editorials  and  write 
headlines.  Duties  will  also  include 
designing  and  editing  the  Saturday  let¬ 
ters  page  and  providing  back-up  cov¬ 
erage  for  the  Op  Ed  Page  Editor.  Can¬ 
didates  must  have  a  bachelor's  degree 
with  a  background  in  journalism,  and 
be  able  to  write,  edit,  and  proof  copy 
and  layout  pages.  Layout  and  pagina¬ 
tion  skills  also  required.  Knowledge  of 
AP  style  and  a  minimum  of  3  years 
writing  and  editing  experience  are  also 
necessary.  Please  send  resume,  work 
samples  and  salary  requirements  to 
William  C.  Hidlay,  executive  editor, 
Courier-Post,  P.O.  Box  5300,  Cherry 
Hill,  NJ  08034.  The  Courier-Post  is  a 
Gannett  Newspaper  and  an  Equal 
Opportunity  Employer. 


_ EDITORIAL _ I 

EDITOR  j 

L.A.  area  alternative  weekly  needs  i 
strong  editor  with  experience  and  i 
vision.  A  strong  investigative  writing  i 
background  wilfbe  helpful.  Live  on  the  I 
coast,  do  good  work  and  have  some  ! 
fun.  Send  resume,  samples  and  a  witty  [ 
diatribe  to  Box  08624,  Editor  &  Pub-  j 
lisher.  ! 


EDITORS  &  WRITERS  WANTED.  1 
Monthly  bulletin  lists  200-t-  current  | 
openings  nationwide.  Entry/early  I 
career.  Writer-Editor-EP,  P.O.  Box  I 
40550,  5136  MacArthur,  Washing-  ^ 
ton,  DC  2001 6;  (703)  506-4400. 


EDITORS  ; 

New  Times  is  looking  for  editors  at  all  i 
levels  to  fill  future  openings  at  our  ^ 
award-winning  weekly  newspapers  in  ! 

I  Phoenix,  Denver,  Miami,  Dallas,  Hous- 
I  ton,  San  Francisco,  Los  Angeles  and  Ft. 
j  Lauderdale.  There  is  an  immediate 
I  opening  for  an  associate  editor  in 
1  Miami. 

1  1 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive  j 
editing  test.  j 

Send  a  cover  letter,  a  resume,  and  | 
your  best  clips  to: 

j  Christine  Brennan  I 

j  Executive  Managing  Editor  I 

I  New  Times,  Inc.  | 

i  P.O.  Box  5970  I 

i  Denver,  CO  802 17  ! 

No  phone  calls,  please  ! 

EDITORS 

The  York  Dispatch/Sunday  News  is  j 
seeking  two  aggressive,  innovative  ' 
journalists  to  join  its  management 
team.  One  would  become  ni^t  city  i 
editor,  supervising  the  newsroom  at  j 
night  and  editing  copy  for  the  next  \ 
day's  paper;  the  other  would  become  j 
county  editor,  overseeing  coverage  of  | 
the  72  municipalities  in  York  County, 
PA,  and  producing  a  daily  roundup- 
type  page.  Salaries  in  the  mid-30s. 

!  Candidates  should  send  resume,  letter, 
work  samples  to  Managing  Editor  ■ 
I  Deena  Gross,  The  York  Dispatch/  i 
1  Sunday  News,  P.O.  Box  2807,  York,  | 
PA  17405. 


FASTIDIOUS  COPY  EDITOR  wanted  for  ; 
30-35  hours  a  week  contract  work  in  i 
house  for  the  online  SonicNet  Network.  | 
SonicNet  Network  includes  SonicNet 
j  and  Addicted  to  Noise  websites.  San  j 
I  Francisco  area  residents  only.  j 

1  E-mail  lisa@sonicnet.com  for  more  i 


j  FEATURES  EDITOR 

!  The  Observer-Dispatch  in  Utica,  NY,  a  ; 
50,000  AM  Gannett  daily,  is  seeking 
an  energetic  and  creative  editor  to 
plan,  edit  and  design  features  pages  I 
1  and  supervise  a  team  of  copy/ page 
j  editors.  This  position  requires  strong 
organizational,  editing  and  pre¬ 
sentation  skills.  Please  send  resume  and 
half-dozen  samples  of  your  best  work 
to  Rick  Jensen,  editor.  Observer-  j 
Dispatch,  221  Oriskany  Plaza,  Utica,  j 
I  NY  1 3501 .  We  value  diversity. 


_ EDITORIAL _ 

EXECUTIVE  WRITER 

Position  works  directly  with  the  Presi¬ 
dent  of  one  of  Washington's  largest 
and  most  prestigious  associations,  the 
Association  of  American  Medical  Col¬ 
leges  (AAMC). 

We  seek  a  polished,  versatile  writer 
able  to  work  with  o  high  degree  of 
autonomy,  distilling  complex  ideas  and 
disparate  facts  into  succinct  and  cogent 
prose.  Position  is  responsible  for  creat¬ 
ing  a  wide  variety  of  communications 
for  the  President's  use  to  a  national 
audience,  including  articles,  pre¬ 
sentations,  and  editorials.  Must  be  able 
to  see  individual  issues  within  the 
broadest  possible  context,  making 
strategic  connections  between  ideas 
and  issues  that  bring  an  article  or 
speech  to  life. 

This  challenging  position  requires  a 
bachelor's  degree  in  English,  journal¬ 
ism,  or  a  related  field  and  5  years' 
experience  in  communications,  to 
include  an  extensive  background  in 
writing.  Knowledge  about  health  care 
issues  desirable. 

The  AAMC  represents  all  of  the 
nation's  1 25  medical  schools,  and 
works  to  enhance  the  health  of  the 
nation  by  strengthening  the  quality  of 
academic  medicine. 

AAMC  offers  an  excellent  benefit 
package  ...  Compensation  for  this  posi¬ 
tion  is  commensurate  with  experience. 
If  interested  in  applying  for  this  posi¬ 
tion,  please  send  resume  and  cover  let¬ 
ter  with  salary  requirements  to: 

AAMC 
Attn:  HR  351 
2450  N.  Street,  NW 
Washington,  DC  20037 
or  Fax  (202)  862-6212 
_ EOE/AAE _ 

FEATURES 

The  Northwest  Herald,  a  Chicago-area 
daily  has  an  opening  for  an  assistant 
features  editor.  This  editor  is  responsi¬ 
ble  for  designing  our  lifestyle  covers 
and  layout  of  inside  feature  pages.  We 
believe  in  bold  layout  with  strong  art 
play!  Great  opportunity  for  a  creative 
copy  editor  to  spread  his  or  her  design 
wings.  Send  samples  of  your  great 
pages  along  with  a  resume  and  Tetter 
to  Northwest  Herald,  P.O.  Box  250, 
Crystal  Lake,  IL  60014.  Attn:  Mary 
DePietro. 


j _ EDITORIAL _ 

I  GENERAL  ASSIGNMENT  reporter  for 
I  small  daily  in  rural  northern  Nevada. 

I  Strong  writing  skills  and  ability  to  work 
I  under  deadlines  a  must.  Sports  writing 
I  and  photography  a  plus.  Send  resume 
j  and  clips  to  Reporter,  P.O.  Box  3000, 

I  Winnemucca,  NV  89446  or 

humboldtsun@desertlinc.com 


i  HIGHLY  SELF-MOTIVATED  music  news 
I  editor  with  strong  line-editing  skills 
I  wanted  for  full-time  position  working 
I  out  of  the  New  York  office  of  SonicNet 
!  Network.  SonicNet  includes  SonicNet 
I  Music  News  and  Addicted  to  Noise 
j  websites.  E-moil:  lisa@sonicnet.com  or 
j  fax  to  (415)  551-9970  for  more 
!  information. 

1  IF  YOU  ARE  looking  for  an  opportunity 
to  hone  your  journalistic  skills  in  a 
!  beautiful  mountain  environment,  the 
I  Aspen  Daily  News,  a  12,000- 
1  circulatian  paper,  is  the  place  for  you. 

I  We  are  looking  for  news  reporters  to 
I  fill  our  hard-hitting  enterprising  news- 
!  room.  Applicants  must  hove  at  least  one 
I  year  of  daily  experience  and  dig  up 
!  the  news  independently. 

;  Please  send  resume  and  writing  sam- 
j  pies  to  Carolyn  Sackariason,  Aspen 
Daily  News,  517  E.  Hopkins  Avenue, 

;  Aspen, C08161 1 . 

ILLINOIS'  BEST  small  daily  has  2 
immediate  openings:  Sports  Editor,  and 
\  Police/Courts/Counly  Government  Re¬ 
porter.  A  Copley  newspaper,  we  have  top 
'  benefits,  opportunity.  Ask  for  Jeff  Nelson 
at  (800)  747-5462  or 

E-mail  at  nelson@abelink.com 

INFORAAATION  GRAPHICS  ARTIST 

I  Do  you  want  to  play  a  key  role  in  the 
;  development  of  excellent  graphics  for 
,  breaking  news  and  for  advance  proj¬ 
ects?  Do  you  want  to  work  ot  an 
;  aggressive,  growing  paper  in  booming 
Southern  California?  The  Press- 
■  Enterprise,  a  170,000  daily,  part  of 
the  Belo  communications  family,  is  look- 
'  ing  for  you  to  be  part  of  a  seven- 
,  person  art  department.  Send  resume, 
references,  portfolio  material  to 
Carolita  Feiring,  art  director.  The  Press- 
I  Enterprise,  Box  792,  Riverside,  CA 
!  92502. 


EDITORIAL 


EDITORIAL 


EDITOR-IN-CHIEF 


Seeking  creative,  hands-on  editor  for  America’s  leading 
magazine  for  writers.  Minimum  5  years  experience,  includ¬ 
ing  some  magazine  and  management  expertise,  required. 
Demands  familiarity  with  literary  and  publishing  world, 
strong  organizational  and  wordsmith  skills,  understanding 
of  how  to  mission.  Send  cover  letter,  resume,  and  writing 


samples  to: 


WHtejfe 


L 


Kathy  Schneider 
F&W  Publications,  Inc. 

1 507  Dana  Avenue 
Cincinnati,  OH  45207 
EOE 
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EDITORIAL 

LAKE  LIFE  AND  WATER  ISSUES 

Spend  your  summers  on  the  lake,  and 
your  winters  on  hard-hitting  enterprise 
stories  that  focus  on  North  Idaho's 
lakes  and  rivers.  The  Spokesman- 
Review  is  looking  for  an  experienced 
reporter  to  cover  lake  life,  recreation 
and  water-based  issues  from  our 
Coeur  d'Alene,  Idaho,  office.  This  is  a 
high-profile  regional  beat  that  requires 
enterprise,  investigative  and  feature¬ 
writing  abilities.  We  are  a  114,000 
doily  (140,000  Sunday)  newspaper 
with  a  national  reputation  for  quality 
and  innovation.  Send  resume,  clips, 
and  a  cover  letter  explaining  your 
journalism  philosophy  to  Peggy  Kuhr, 
managing  editor.  The  Spokesman- 
Review,  999  W.  Riverside  Avenue, 
Spokane,  WA  99019.  Minimum  expe¬ 
rience  requirement:  three  years  of 
reporting  at  a  daily  newspaper. 

LEADING  NYC  law  firm  seeks  experi¬ 
enced  freelance  journalist  to  write/ 
develop  editorials,  commentaries,  op¬ 
ed  pieces.  Strong  sense  of  editorial 
style.  Strong  research  (NEXIS/ 
InterneO/reporting  skills.  Willing  to 
apply  legal  language/ citation  form.  Con¬ 
sumer  advocates  preferred.  Fax  letter/ 
resume  Attn:  WRITER  (21 2)  278-1733. 

MANAGING  EDITOR:  Award-winning 
chain  of  1 2  weekly  newspapers  in 
Queens,  NY,  seeks  a  high-energy 
person  to  help  manage  newsroom. 
Strong  news  editing  and  organiza- 
tionah skills  a  must.  Great  opportunity 
in  metro  newspaper  environment.  Daily 
newspaper  experience  required.  Send 
resume,  clips  and  salary  requirements 
to  Steven  Blank,  Times-Ledger  News¬ 
papers,  41  -02  Bell  Boulevard,  Bayside, 
NY11361. _ 

MANAGING  EDITOR 
Leading  website  focusing  on  Outdoor 
Recreation/Active  Travel  seeks  manag¬ 
ing  editor  to  develop  editorial  pro¬ 
gram,  manage  editorial/production 
cycle  and  oversee  editorial  staff  and 
freelancers.  Requires  5+  years  pub¬ 
lishing  experience  with  3  years  in  staff 
management.  Interest  in  outdoor 
recreation/active  travel  is  essential. 
Knowledge  of  web  site  production  is  a 
plus.  Fax/Email  resume: 

(718)857-3026  dianeg@gorp.com 

METRO  EDITOR 

The  Daily  Journal,  Kankakee,  Illinois,  is 
seeking  a  hands-on  Metro  Editor  with 
a  passion  for  community  journalism 
and  experience  in  news  leadership 
which  can  help  us  grow  this  30,000 
evening  daily  located  in  beautiful  farm 
country  60  miles  south  of  Chicago. 
Will  supervise  a  staff  of  six  covering 
three  contiguous  cities. 

Candidates  should  be  team  players, 
with  good  editing  and  supervisory 
skills.  Pagination  ability  would  be  a 
plus.  Journalism  or  English  degree  pre¬ 
ferred. 

Send  letter  of  application  and  resume 
to: 

Phil  Angelo 

Managing  Editor 

The  Doily  Journal 

8  Dearborn  Square 

Kankakee,  IL  60901 

Application  deadline: 

October  15,  1998 


_ EDITORIAL _ I 

MUSIC  EDITOR 

New  Times  has  an  immediate  opening  i 
for  a  music  editor  at  its  weekly  news-  1 
paper  in  Ft.  Lauderdale.  Strong  writing  | 
skills  essential.  Job  entails  planning/  1 
editing  music  section,  hiring  freelance 
reviewers,  and  writing  a  local  music  t 
column  as  well  as  feature-length  ! 
pieces.  Send  cover  letter,  resume  and  | 
five  best  clips  to:  Andy  Van  De  j 
Voorde,  P.O.  Box  5970,  Denver,  CO  [ 
802 1 7.  No  calls  or  E-mail,  please.  i 

NATIONAL  CONSERVATION  organi¬ 
zation  seeks  20-hour-per-week  employ¬ 
ee  to  assist  in  production  of  bi- 
I  monthly  magazine  covering  forest 
j  issues.  Responsibilities  include  writing, 
i  developing  stories,  editing  copy,  and 
I  helping  lay  out  publication.  Journalism 
and/or  writing  experience  required, 

I  familiarity  with  Pagemaker  a  plus.  Posi- 
I  tion  may  become  full  time  in  early 
^  1999.  Send  resume,  up  to  6  writing 
samples  and  cover  letter  by  10/5/98 
i  to  Editor,  P.O.  Box  11615,  Eugene, 
j  OR  97440.  EOE. 

! - 

NEWS  ROOKIES 

\  Features  writer  and  editorial  assistant 
[  for  lively  PM.  Degree,  some  experi- 
]  ence.  Talent,  energy,  reliability  vital. 
Send  letter,  resume  to  Managing 
Editor,  The  Hour,  346  Main  Avenue, 
j  Norwalk,  CT  0685 1 . 

NIGHT  EDITOR 

The  Gettysburg  Times  needs  a  Night 
Editor  to  supervise  reporters,  make 
news  decisions  and  paginate  final 
pages.  Qualifications  include  pagina¬ 
tion,  editing  and  writing  skills.  Send 
resume  to  B.J.  Small,  editor,  Gettys-  | 
burg  Times,  P.O.  Box  3669,  Gettys- 
I  burg,  PA  17325;  fax  to  (717)  334-  j 
4243;  E-mail  to  news@gburgtimes.com 

1  — - — - 

i  OUTDOORS  REPORTER/Photographer 
to  cover  all  aspects  of  outdoor  life  in 
Wyoming  and  the  region.  Experience 
I  preferred.  Send  resume,  clips  and 
j  cover  letter  to  Mary  Woolsey,  manag- 
I  ing  editor,  Wyoming  Tribune-Eagle, 

;  702  West  Lincolnway,  Cheyenne,  WY 
82001  or  fax  to  (307)  638-7330  or 
E-mail  to;  maryw@wyomingnews.com 

j  PAGE  DESIGNER/COPY  EDITOR 

We  have  o  good  job  at  a  good  paper 
j  for  someone  who  has  both  strong 
I  page-design  and  copy  editing  skills. 

!  The  pages  you  design  will  include 
[  some  section  fronts,  and  we  will  expect 
■  you  to  be  able  to  improve  local  and 
i  business  copy  on  deadline.  Pro- 
j  fessional  daily  newspaper  experience 
I  is  a  necessity. 

The  Huntsville  Times  is  a  growing  after- 
i  noon  paper  on  weekdays  and  a  morn- 
I  ing  paper  on  Saturday  and  Sunday 
i  with  a  daily  circulation  of  more  than 
60,000  (80,000  Sundays).  If  you  want 
to  grow  with  us,  please  send  a  letter, 

1  your  resume  and  examples  of  your 
;  work  to  Joe  Distelheim,  editor.  The 
^  Huntsville  Times,  P.O.  Box  1487,  West 
!  Station,  Huntsville,  AL  35807. 


_ EDITORIAL _ 

PHOTO  EDITOR,  COPY  EDITOR 

The  Star-Banner,  o  50,000-plus  New 
York  Times  newspaper  in  beautiful 
Ocala,  FL,  is  seeking  a  photo  editor 
and  a  copy  editor.  The  photo  editor 
will  direct  a  six  person  photography 
staff.  This  position  includes  scheduling 
staff,  coordinating  photo  coverage  and 
taking  a  leadership  role  in  digital  imag¬ 
ing.  A  college  degree  or  equivalent 
newspaper  experience  required.  Three 
to  five  years  of  newspaper  experience 
and  proficiency  with  Photoshop,  QuarkX¬ 
Press,  and  remote  photo  transmission 
required.  The  copy  editor  candidate 
will  paginate  pages  and  should  have  a 
flair  for  design.  One  year  of  newspa¬ 
per  experience  required. 

Resume  with  references  only,  no 
portfolios,  no  phone  calls.  Send  to 
j  Photo  Editor  Job  or  Copy  Editor  Job, 
c/o  Star-Banner,  P.O.  Box  490, 
Ocala,  FL  34478. 

!  RCI,  is  the  world's  premier  exchange 
company  for  the  resort  timeshare 
industry.  The  company  is  the  globe's  pre¬ 
eminent-quality  timeshare  services  pro- 
j  vider,  with  an  unmatched  range  of 
j  products  and  services  for  resort 
affiliates  and  timeshare  owners. 

I  DESCRIPTION/RESPONSIBILITIES: 

I  Manages  the  planning,  writing,  editing 
and  budgeting  for  RCI  Premier  maga- 
I  zine,  ensuring  that  all  deadlines  are 
I  met.  Works  with  senior  management  to 
put  together  comprehensive,  detailed 
editorial  calendars.  Ensures  that  RCI  Pre¬ 
mier  will  fulfill  its  mission;  (1)  To  pro¬ 
vide  substantive,  timely  and  useful 
information  about  timeshare-industry 
news,  trends,  issues,  products  and  ser¬ 
vices  to  resort  developers,  marketers, 
roperty  managers,  HOA  board  mem- 
ers  and  industry  suppliers,  and  (2)  To 
position  RCI  in  the  timeshare  industry 
and  strengthen  its  relationship  with 
affiliates.  Writes  regular  articles  includ¬ 
ing  CEO  letter,  manages  staff  writer 
and  makes  freelance  writing  assign¬ 
ments  and  negotiates  fees.  Edits  all 
stories.  Coordinates  design,  layout,  art, 
photo  and  production  work  with  art 
and  production  staffs  to  ensure  a  qual¬ 
ity  product  that  reflects  RCI's  leadership 
i  in  the  timeshare  industry. 

REQUIREMENTS: 

I  *4  year  degree  in  Journalism 
:  ‘Five  years  professional  journalism 
,  experience,  including  work  on  o  trade 
j  publication  or  in  some  area  of  service 
I  journalism 

•Must  have  knowledge  of  the  four- 
I  color  process 

1  ‘Prefer  a  person  with  supervisory/ 

\  management  experience 

j 

j  RCI  offers  a  competitive  salary  and 
benefits  package  as  well  as  a  pleasant 
;  and  professional  working  environment. 

For  consideration  for  this  position, 
!  qualified  candidates  should  mail  or  fax 
I  their  resume  with  salary  requirements 


RCI 

Attn:  Employment-JMM 
3502  Woodview  Trace 
Indianapolis,  IN  46268-1 1 04 
FAX  (3 17)  805-8379 
E-mail:  resume@rci.com 


' _ EDITORIAL _ 

I  REGION  EDITOR 

I  The  Citizen,  an  award-winning  16,000 
j  afternoon  daily,  is  seeking  a  newsroom 
leader  who  can  manage  our  stable  of 
free-lancers  and  help  direct  newsroom 
coverage  while  filling  in  on  a  geo¬ 
graphic  beat.  Great  for  a  reporter  who 
I  wants  to  move  to  editing  without  giving 
i  up  writing.  Position  works  closely  with 
i  a  talented  team  of  reporters,  photog- 
j  raphers,  designers  and  editors  to  put 
out  a  community  newspaper  with  the 
I  breadth  and  depth  of  much  larger 
paper.  Send  resume,  clips  and  1 0  local 
I  story  ideas  to  Managing  Editor  Alan 
Vaughn,  The  Citizen,  25  Dill  Street, 
j  Auburn,  NY  1 3021  or 
i  E-mailtonewsroom@tds.net 

j  _ 

I  REPORTER  -  40,000  PM  daily  seeks  a 
\  full-time  reporter  who  thrives  on  dig- 
j  ging  up  information  and  then  crafting 
I  it  into  a  well-written,  detail-packed 
I  article.  Minimum  requirements:  some 
1  professional  newspaper  reporting;  clips 
[  that  demonstrate  completeness,  crea¬ 
tivity,  an  eye  for  features,  and  good 
j  writing  skills;  and  a  commitment  to 
the  profession.  Competitive  salary  and 
benefits.  Opportunities  for  growth; 

I  equal  opportunity  employer.  Send 
!  resume,  six  best  clips  ond  names  of 
three  references  to: 

Eileen  Lehnert 
Metro  Editor 
Jackson  Citizen  Patriot 
21 4  S.  Jackson 
Jackson,  Ml  49201-2282 

!  REPORTER  with  strong  photo  skills 
sought  for  daily  PM  in  Elko,  Nevada. 

:  Competitive  salary,  health  insurance 
j  and  profit  sharing.  Fax  resume,  clips  to 
1  (702)738-2215. 

I  REPORTER:  A  50,000-circulation  doily 
I  newspaper  within  35  minutes  of  New 
j  York  City  seeks  top-notch  community 
I  reporters  who  hove  two  years  of  full¬ 
time  daily  experience  or  recent  J- 
I  school  graduates  with  brilliant  clips. 
Send  letter,  resume  and  your  five  best 
clips  to  Jim  McGarvey,  assistant 
managing  editor.  Daily  Record,  P.O. 
Box  217,  Parsippony,  NJ  07054- 
0217. 


The  Courier  News  seeks  reporters  with 
broad  experience  whose  strength  is  the 
ability  to  tell  a  good  story.  Background  in 
education  reporting  a  plus.  SencTclipsand 
resume  to  Dennis  Robaugh,  The  Courier 
News,  300  Lake  Street,  Elgin,  1L601 20. 


,  REPORTERS;  If  you  want  to  work  for  o 
I  newspaper  that  really  cares  about 
I  quality,  believes  journalism  is  still  a 
higher  calling  and  gives  reporters  the 
j  freedom  to  write  and  not  just  fact  clerk, 

I  then  contact  us.  The  Cape  Cod  Times, 
i  circulation  50,000,  is  seeking  an  expe- 
i  rienced  reporter  who's  curious, 

I  talented  and  unrelenting.  In  exchange, 

!  you'll  live  in  one  of  the  Northeast's 
most  beautiful  regions  and  work  with 
j  an  award-winning  staff.  Please  send 
I  writing  samples,  resume  and  letter  to 
I  Alicia  Blaisbell-Bannon,  managing 
i  editor/Content,  Cape  Cod  Times,  319 
■  Main  Street,  Hyannis,  AAA  02601 . 
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_ EDITORIAL _ 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  We  publish  in-depth,  well- 
crafted  stories  that  explore  the  issues, 
events  and  personalities  that  make  our 
communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver,  Miami,  Phoe¬ 
nix,  Houston  and  Ft.  Lauderdale. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.Box  5970 

Denver,  CO  802 1 7 


_ EDITORIAL _ 

THE  COMMONWEALTH,  a  6-dav  i 
:  daily  serving  the  heritage-rich  i 
I  Mississippi  Ddta,  needs  a  reporter.  | 

1  Cover  government,  cops,  schools,  write  I 
features.  Send  resume,  clips  to  ' 
i  Greenwood  Commonwealth,  P.O.  Box  i 
'  8050,  Greenwood,  MS  38930  or  i 

E-mail:  miller^gwcommonwealth.com 

I  SPORTSWRITER  WANTED  to  fill  out  j 
j  our  three-person  sports  staff.  Candi-  j 
.  date  should  have  sports  writing  experi-  I 
j  ence.  Duties  include  coverage  of  local  ! 
j  and  area  prep  schools,  community  [ 

I  sports,  features,  page  layout.  QuarkX-  < 
Press  a  plus.  Send  cover  letter  telling 
j  why  you  are  the  persan  for  the  posi-  j 
tion,  five  clips  and  references  to  Scott  , 

I  Nulph,  sports  editor,  Wyoming  | 

I  Tribune-Eagle,  702  East  Lincolnway,  ! 
enne,  WY  82001  or  E-mail  to: 
spt4@wyomingnews.com 
j  All  E-mails  must  include  references  | 

I  THE  BURLINGTON  Times-News,  a 
1  28,000  circulation  AM  in  North  Caro-  | 

,  lino's  most  dynamic  region,  has 
immediate  openings  for  a  night-shift  , 
REPORTER  and  news  and  sports  COPY  i 
j  EDITORS  with  QuarkXPress  experi-  ! 
I  ence.  We're  looking  for  applicants  | 
who  like  the  pressure  of  working  in  a  ; 
'  competitive  market  and  want  to  grow  j 
'  in  their  jobs.  Send  resume  and  work 
samples  to  Editor,  Times-News,  707  S. 
Main  Street,  Burlington,  NC  27215.  j 
I  For  information  on  the  area,  go  to: 
www.thetimesnews.com 

THE  ARKANSAS  DEMOCRAT-GAIEHE, 

'  a  statewide  paper  with  275,000  Sunday 
circulation,  is  looking  for: 


j  Chey 


Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SPORTS  COPY  EDITOR 
The  Anchorage  Daily  News  has  a  full¬ 
time  position  open  in  our  award  win¬ 
ning  sports  section.  Qualified  appli¬ 
cants  must  have  a  minimum  5  years 
daily  editing  experience,  excellent  edit¬ 
ing  and  headline  writing  skills  as  well 
I  as  experience  in  using  colar,  graphics, 
j  and  design.  Send  resume,  work  sam¬ 
ples  and  references  to  Anchorage 

I  Daily  News,  Attn:  Human  Resources, 
P.O.  Box  149001,  Anchorage,  AK 
99514. 

SPORTS  COPY  EDITOR/DESIGNER 
.  We  value  creativity  and  enthusiasm.  If 
I  you  have  both,  let  us  hear  from  you. 
^  We  are  a  PM  daily  with  a  sports  sec- 
f  tion  voted  in  the  top  1 0  nationally  by 
APSE.  Send  resume  and  samples  to 
f  Chet  Fussman,  sports  editor,  Birm- 
I  ingham  Post-Herald,  P.O.  Box  2553, 
Birmingham,  AL  35203. 

SPORTS,  POLICE  REPORTERS:  The 
Daily  Star  (www.hammondstar.com), 
an  award-winning  and  growing 
15,000  six-day  PM  north  of  New 
Orleans,  needs  two  reporters  with  keen 
writing  skills  and  zeal  for  community 
news.  Send  resume,  clips  to  Lillian 
j  Mirando,  P.O.  Box  1149,  Hammond, 
lA  70404. 


I  TOP  JOURNALISTS:  Aggressive  and  j 
'  talented  journalists  to  fill  vacancies  in 
business  and  city  desk  reporting,  news 
I  photography,  page  design  and  copy 
editing.  Two  years  daily  newspaper  ' 
experience  required,  but  consideration 
j  will  be  given  to  recent  graduates  with 
j  applicable  college  degrees.  : 

i  LIBRARY  MANAGER:  Position  will  con¬ 
tinue  the  development  of  the  newspa- 
1  per's  electronic  library,  maintain  online 
archives,  supervise  and  direct  the 
activities  of  staff.  Requires  a  degree  in 
!  Library  Science  or  5  years  media 
library  experience  with  minimum  of  2 
years  supervision. 

j  Send  a  cover  letter,  resume  and 
i  clips  to: 

Deputy  Managing  Editor  Frank  Fellone 
‘  Arkansas  Democrat-Gazette 
I  P.O.  Box  2221 

I  Little  Rock,  AR  72203 

;  THE  CHARLOHE  SUN  HERALD  is  look- 
j  ing  for  a  writer  who  has  a  genuine 
interest  in  and  understanding  of  the 
I  business  world.  The  full-time  job  entails 
'  dailies,  weekend  features  and  in-depth 
projects.  While  other  newspapers  are 
i  losing  circulation  across  the  country, 

I  the  Sun  Herald  is  one  of  the  fastest- 
I  growing  dailies.  It  is  situated  in  sunny 
Southwest  Florida. 

I  Send  a  resume  and  clips  to  Charlotte 
j  Sun  Herald,  Sandra  Nortunen,  23170 
Harborview  Road,  Charlotte  Harbor, 

I  FL  33980. 


_ EDITORIAL _ 

THE  COURIER  is  seeking  an  aggressive 
reporter  for  a  general  assignment  beat. 
The  Courier  is  a  New  York  Times- 
owned  paper  located  in  the  heort  of 
Cajun  country,  50  miles  from  New 
Orleans.  Candidates  should  have  a 
degree  in  journalism  and  solid  experi¬ 
ence  at  another  newspaper.  Proficiency 
in  Microsoft  Word  and  Excel  is  a  plus. 
Send  resume  to  Executive  Editor  Mike 
Slaughter,  The  Courier,  P.O.  Box 
271 7,  Houma,  LA  70361 .  EOE. 

THE  ISLAND  PACKET,  a  McClatchy- 
owned  newspaper  on  Hilton  Head 
Island,  needs  a  copy  editor.  We  seek 
candidates  who  can  aggressively  han¬ 
dle  copy,  write  crisp  headlines,  and 
design  pages  creatively.  Knowledge  of 
QuarkXPress  is  a  plus.  Send  cover  let¬ 
ter  and  resume  ta  Fitz  McAden,  execu¬ 
tive  editor.  Fax:  (803)  842-8314; 
postal  address:  P.O.  Box  5727,  Hilton 
Head  Island,  SC  29938. 

E-mail  address:  packel@hargray.com 


THE  RECORD  in  Stockton,  CA,  has 
openings  for  three  experienced 
reporters  in  a  newsroom  that  has  won 
17  statewide  awards  the  past  two 
years.  We're  a  growing  daily  that 
recently  has  added  staff. 

We're  looking  for  reporters  to  cover 
such  topics  as  higher  education,  health 
and  municipal  government  as  well  as 
do  investigative  work. 

The  Record  is  an  Omaha  World 
Herald  company.  We  pay  competitive 
salaries  ($30,000  to  $40,000  for  these 
positions  depending  on  experience) 
I  and  value  diversity  in  the  workplace. 
I  Send  resume  and  clips  to  managing 
[  editor  Mike  Klocke,  P.O.  Box  900, 
Stockton,  CA  95201 . 

E-mail:  mklocke@recordnet.com 


THE  RUTLAND  HERALD,  the  state 
;  newspaper  of  mid-Vermont,  has  two 
'  openings  for  experienced  reporters, 
i  This  is  an  excellent  opportunity  to  join 
an  independent,  award-winning  news¬ 
paper  with  a  highly  regarded  reputa- 
;  tion  for  strong  state-wide  and  local 
news  coverage. 

I  REPORTER-CITY  DESK  -  Join  our 
talented  and  enthusiastic  City  Desk. 
Report  on  news  of  the  region,  write  the 
big-picture  story  for  page  ane,  and 
:  write  an  occasional  in-depth  piece  for 
i  our  Sunday  magazine.  Send  resume 
I  and  clips  to  Jo-Anne  MacKenzie,  city 
editor,  Rutland  Herald,  P.O.  Box  668, 
Rutland,  VT  05702. 

i  REPORTER-SOUTHERN  VERMONT  - 
Be  a  member  of  our  strong  Southern 
Vermont  Bureau,  covering  the  southern 
:  region  of  Vermont  where  the  competi- 
1  tion  is  lively.  Write  news,  feature  and 
I  regional  stories,  as  well  as  an 
,  occasional  in-depth  stary  for  Vermont 
I  Sunday  Magazine.  Send  resume  and 
i  clips  to  Susan  Smallheer,  bureau  chief, 
I  Rutland  Herald,  Southern  Vermont 
I  Bureau,  56  Main  Street,  Springfield,  VT 
I  05156. 

i  Desirable  environment  in  the  office  and 
I  outside.  Health,  dental,  eye  coverage 
'  included  in  benefits  package. 


_ EDITORIAL _ 

THE  PEKIN  DAILY  TIMES,  an  award¬ 
winning  1 5,000  six-day  PM  daily  near 
Peoria,  IL,  seeks  a  highly-motivated 
reporter  to  cover  city  government, 
news  features  and  human  interest 
stories.  Applicants  may  be  recent 
graduates  or  seasoned  journalists. 
Superior  writing  and  reporting  skills 
required.  A  masters  degree  in  journal¬ 
ism  is  preferred  but  not  required. 

Send  resume  and  writing  samples  to 
Editor  Joel  Steinfeldt,  Daily  Times,  P.O. 
Box  430,  Pekin,  IL61555. 

THE  SENTINEL  in  Carlisle,  PA,  was 
Pennsylvania  Daily  Newspaper  of  the 
Year  in  1 995  and  1 996  and  took  third 
I  place  in  1 997  in  competition  with  all- 
'  sized  dailies  in  the  state.  We  are  look¬ 
ing  for  a  reporter  who  can  help  us  con¬ 
tinue  this  run  of  top-notch  quality  by  fer¬ 
reting  aut  those  hard-to-get  news 
^  stories.  Send  resume  and  clips  to  Fred 
^  Burgess,  The  Sentinel,  P.O.  Box  130, 
Carlisle,  PA  1 701 3. 

E-mail:  toeditor@epix.net 
Fox  (71 7)  243-3754 

THE  SPARTANBURG  Herald-Journal,  a 
60,000-circulation  daily  in  the  New 
I  York  Times  Regional  Newspaper 
^  Group,  seeks  a  sports  copy  editor/ 
page  designer  with  2-3  years  experi¬ 
ence.  We're  looking  for  candidates 
'  who  con  produce  clean  page  designs 
and  snappy  headlines  on  a  daily 
deadline.  Applicants  who  have  experi¬ 
ence  with  QuarkXPress  and  Micrasoft 

■  Word  are  preferred.  Spartanburg,  nes¬ 
tled  in  the  South  Carolina  Upstate,  is 
within  easy  driving  distance  of  the 
Smoky  Mountains,  the  beach,  Atlanta 
and  Charlotte. 

Please  send  a  cover  letter  and  resume 
to  Jim  Fair,  sports  editor,  Herald- 
Journal,  P.O.  Box  1657,  Spartanburg, 
SC  29304-1657.  Applications  also 

■  may  be  faxed  to  (864)  594-6350  or 
E-mailed  to  newsdesk@teleplex.net 

THE  TUSCALOOSA  NEWS,  a  39,000 
circulation  New  York  Times  Regional 
j  Newspaper  in  the  home  of  The  Univer- 
.  sity  of  Alabama  and  Mercedes-Benz, 
has  two  openings  for  editors: 

CITY  EDITOR:  Seeking  energetic 
person  who  con  motivate  staff  or  1 1 
reporters.  Leadership  and  people  skills, 
creative  story  ideas,  and  strength  in 
writing  and  editing  required.  Two  to 
four  years  supervisary  experience  pre¬ 
ferred. 

BUSINESS  EDITOR:  Savvy  editor- 
reporter  with  strong  writing,  editing 
and  computer  skills.  Ideal  for  editor 
wanting  to  do  more  writing  or  reporter 
wanting  to  move  into  management. 
Knowledge  of  automotive  industry  a 
plus.  QuarkXPress  skills,  four  years  writ¬ 
ing  experience  preferred. 

Send  resumes  and  samples  of  your 
work  to  Bruce  Giles,  executive  editor. 
The  Tuscaloosa  News,  P.O.  Box 
,  20587,  Tuscaloosa,  AL  35402-0587. 

WRITER/URBAN  PLANNER 

Small  but  growing  research/ publishing 
firm  seeks  writer/editor.  3-5  years 
‘  solid  journalism  experience,  plus 
interest/experience/training  in  urban 
and  environmental  planning.  Attractive 
Southern  California  location.  Reply  to 
Box  08623,  Editor  &  Publisher. 


www.mediainfo.com 


EDITOR  &  PUBLISHER  SEPTEMBER  12.  1998 


73 


HELP  WANTED 


_ EDITORIAL _  I 

THE  STANDARD-EXAMINER,  a  | 
65,000-circulation  daily  in  Ogden, 
Utah,  is  seeking  an  assistant  editorial 
page  editor  to  design  our  opinion  | 
pages  and  write  editorials.  20  hours  a  ^ 
week  will  be  spent  on  copy  desk. 
Salary  in  mid-30s.  We're  also  looking 
for  a  reporter  to  cover  visual  arts  and 
write  general  features.  Salary  in  high 
20s.  Send  resume,  clips,  list  of 
references  to  Ron  Thornburg,  manag¬ 
ing  editor,  Standard-Examiner,  P.O. 
Box  951 ,  Ogden,  UT  84402. 

WRITERS/REPORTERS 
Market  yourself  to  the  world!  Place 
your  resume/clips  online  and  save  $$ 
through  September. 

www.eclips2000.net 

INFORMATION  SYSTEMS 

ADMARC  PROGRAMMER 

The  Fayetteville  Observer-Times  is  in 
search  of  a  qualified  candidate  to  fill 
the  role  of  Admarc  Programmer/ 
Analyst.  The  ideal  candidate  would 
have  several  years  of  Admarc  and  AS/ 
400  Cobol  programming  experience. 
The  ability  to  work  closely  with  advertis¬ 
ing  and  billing  are  essential  skills.  A 
strong  systems  analysis  background 
will  enhance  your  ability  to  succeed. 
Please  call,  mail,  fax  or  E-mail  your 
resume  and  salary  history  to: 

Fayetteville  Observer-Times 
attn:  Bill  Steigerwald 
Director  Information  Systems 
458  Whitfield  Street 
Fayetteville,  NC  28302 
(910)  486-3507 
(910)  486-3544  (fax) 
bsteiger@fayettevillenc.com 


CIRCULATION  INFORMATION 
SYSTEM  MANAGER 

The  Virginian-Pilot  has  an  opening  for 
a  Circulation  Information  System  Man¬ 
ager.  This  position  will  be  responsible 
for  utilization  of  GEAC's  World  Class 
series  circulation  system.  The  position 
will  be  responsible  for  user  support, 
data  management,  and  helping  circula¬ 
tion  with  sales  and  marketing  analysis. 
Other  duties  will  include  subscriber 
sales  and  retention  analysis  utilizing 
our  VisionShift  database  marketing 
system. 

The  candidate  must  have  a  proven 
record  of  accomplishments  using 
GEAC's  circulation  system  and  a  work¬ 
ing  knowledge  of  Microsoft  Access  and 
Excel.  Knowledge  of  Mapinfo  and/or 
UNIX  is  desired  but  not  necessary. 

Come  see  why  Money  Magazine 
recently  selected  Norfolk/Virginia 
Beach  as  the  #1  metropolitan  area  for 
quality  of  life. 

Interested  candidates  should  submit  a 
resume  to: 

Pam  Smith-Rodden 
Circulation  Director 
The  Virginian-Pilot 
1 50  West  Brambleton  Avenue 
Norfolk,  VA  23501 

Fax:  (757)  622-2591 

An  Equal  Opportunity  Employer 
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INFORMATION  SYSTEMS 

CNI  CORPORATION,  a  computer  inte-  I 
gration  company  that  services  the  | 
newspaper  industry  is  seeking  individ¬ 
uals  for  positions  in  systems  integra¬ 
tion.  Candidates  must  be  experienced  j 
in  newspaper  work  flow  and  capable 
in  MS  VYord  and  QuarkXPress.  Novell 
and/or  MS  Networking  experience  is 
desirable.  Nationwide  travel  is  required. 

E-mail  resume  to:  hr@cnicorp.com 
Please  include  your  name 
on  the  subject  line. 

DIREaOR  OF  FIELD  OPERATIONS 
CNI,  a  leading  systems  integration 
company  servicing  the  publishing 
industry,  is  looking  for  a  take  charge 
i  person  to  direct  and  manage  a  high 
1  energy  field  installation  team  who 
!  install  pre-press  systems  for  newspa¬ 
pers.  Responsibilities  include:  project 
,  management,  scheduling,  and  coor- 
'  dination  with  home  office  pro¬ 
duction  staff.  Travel  is  required.  Knowl¬ 
edge  of  pre-press  and  networking  is 
desirable. 

E-mail  resume  to:  hr@cnicorp.com  or 
i  fax  to  (603)  672-6633.  Please  include 
your  name  on  the  subject  line. 

SYSTEMS  EDITOR:  News  tech  support, 

!  format  writing,  troubleshooting  and 
j  training.  Good  salary  and  benefits. 

I  Need  journalism  background.  Apply  to 
’  Bill  Ruberry,  Richmond  Times-Dispatch, 
P.O  Box  85333,  Richmond,  VA 
j  23293.  wruberry@timesdispatch.com 

THE  SEAHLE  TIMES 
INFORMATION  SPECIALIST/ 
REFERENCE  LIBRARIAN 

The  Seattle  Times  (227K  daily;  505K 
i  Sunday)  seeks  an  information 
specialist/ reference  librarian  to  help 
I  acquire,  maintain  and  promote  | 
information  services  in  its  newsroom,  i 
Strong  computer  skills  are  required,  j 
plus  the  ability  to  take  on  challenging 
1  research  projects,  coach  beat  reporters 
and  work  closely  with  renowned 
■  investigative  team.  Requirements:  4- 
year  college  degree,  preferably  with 
j  research  background  and  experience 
in  the  news  or  other  deadline-oriented 
j  business.  Must  be  expert  at  searching 
I  online  services  such  as  Nexis  and 
j  Dialog,  and  must  be  familiar  with  pub- 
!  lie  records.  Experience  with  web  build- 
I  ing  and  PC  databases  desirable.  The 
I  Times  is  a  Pulitzer  Prize-winning,  fam¬ 
ily  owned  newspaper  with  excellent 
benefits.  Send  cover  letter  and  resume 
to  Patricia  Faote,  assistant  managing 
j  editor.  The  Seattle  Times,  P.O.  Box  70, 
i  Seattle,WA98111. 


INTERNET  SALES 


THE  KANSAS  CITY  STAR  currently  has 
'  an  opportunity  for  an  “online"  account 
I  executive.  This  individual  will  develop 
advertising  accounts  for  online  prod¬ 
ucts  and  services.  They  will  also  estab- 
'  lish  consulting  and  needs  fulfillment 
relationships  with  new  and  existing 
advertisers  who  would  best  benefit 
■  from  the  INTERNET.  We  are  looking 
j  for  someone  with  good  communication 
skills,  strong  customer  service  skills,  2 
I  years  outside  sales  experience,  compe- 
j  tent  with  Powerpoint  and  above  aver¬ 
age  online/INTERNET  familiarity. 
1  Reply  to  John  Shaw,  jshaw@kcstar.com 
or  Tne  Kansas  City  Star,  1 729  Grand 
Boulevard,  Kansas  City,  MO  641 08. 


_ MAILROOM _ 

PACKAGING  MANAGER  i 

The  Tribune-Review  Publishing  Com¬ 
pany  is  currently  seeking  qualified, 
highly  motivated  candidates  for  the 
following  full-time  position  at  our 
HIGH-TECH,  state-of-the-art  production 
facility  located  at  the  Thorn  Hill  Indus¬ 
trial  Park  in  Warrendale,  north  of  Pitts¬ 
burgh.  This  position  is  responsible  for 
managing  packaging  department  ! 
employees  and  activities  including:  [ 
inserting  product,  creating  bundles, 
distribution  of  bundles  to  vehicles  and  I 
conveying  bulk  materials  throughout  I 
the  company  as  required  in  a  timely 
and  effective  manner.  We  offer  com-  I 
petitive  compensation,  benefits,  and 
great  High-tech  environment.  Qualified  j 
individuals  interested  in  applying  for 
this  position  should  send  or  fax  their  ! 
resume  to: 

Frank  Mento,  Newsworks  | 

535  Keystone  Drive 
Warrendale,  PA,  1 5086  i 

The  fax  is  (724)  779-6946.  ! 


MARKETING 


DATABASE  MARKETING  MANAGER  ' 

The  Virginian-Pilot  has  an  opening  for  I 
I  a  Database  Marketing  Manager.  This  [ 

I  position  will  be  responsible  for  building  I 
I  a  marketing  database  utilizing  GEAC's  j 
1  VisionShift  database  management 
!  system.  The  position  will  be  responsible  j 
j  for  creating,  maintaining  and  measur-  ' 
ing  the  results  of  targeted  subscriber 
I  sales  and  retention  campaigns.  Other  j 
initiatives  will  be  aimed  at  generating  j 
incremental  advertising  revenue  utiliz¬ 
ing  targeted  sales.  Initial  projects 
will  include  linking  all  internal  data¬ 
bases  to  the  VisionShift  system,  selec¬ 
ting  and  importing  external  data 
as  appropriate.  Later  projects  will  be 
aimed  at  utilizing  the  database  to 
generate  additional  revenue  and 
subscriber  retention. 

I 

I  The  candidate  must  have  a  proven 
j  record  of  accomplishments  in  targeted 
[  sales  campaigns  and  strong  inter- 
1  personal  skills.  Demonstrated  knowl- 
!  edge  of  Microsoft  Access  and  Excel 
j  or  VisionShift  is  highly  desired  but 
not  required.  Knowledge  of  Mapinfo  is 
a  plus. 

1 

This  is  a  high  visibility  position  with  lots 
I  of  room  to  grow.  The  successful  candi¬ 
date  will  have  an  opportunity  to  create 
I  a  database  marketing  effort  from  the 
ground  up.  Come  see  why  Money 
Magazine  recently  selected  Norfolk/ 
i  Virginia  Beach  as  the  #1  metropolitan 
I  area  for  quality  of  life. 

I  Interested  candidates  should  submit  a 
resume  to: 

j  D.R.  Carpenter  III 

j  Vice  President/General  Manager 

j  The  Virginian-Pilot 

1 50  West  Brambleton  Avenue 
Norfolk,  VA  23501 

i  Fax:  (757)  622-2591 

i  An  Equal  Opportunity  Employer 


_ MARKETING _ 

PRIVATELY-HELD  newspaper  company 
based  in  Athens,  Georgia  seeks  market¬ 
ing  director  to  manage  national  sales, 
training  and  development.  Group 
includes  29  newspapers  in  Georgia 
and  the  Carolines.  The  ideal  candidate 
is  a  self-starter  and  a  team  player  with 
strong  communication  skills  ond  a 
strong  sales  background.  Ability  to 
provide  training  on  a  basic  and 
advanced  level  is  critical  to  success  in 
this  position.  Some  travel  required. 
Salary  dependent  on  experience; 
bonus  based  on  results.  Benefits 
include  paid  vacation  and  holidays, 
health  insurance,  401  (k),  great  work¬ 
ing  atmosphere.  Send  salary  history 
and  resume  to  Rhonda  Wilcox, 
director  of  Human  Resources,  P.O.  Box 
792,  Athens,  GA  30603. 


MARKET  RESEARCH 


THE  PALM  BEACH  POST 


POSTFAaS  MANAGER 
NEW  VENTURES  DEPARTMENT 
Seeking  an  information  professional  to 
market  research  from  The  Palm  Beach 
Post's  electronic  and  print  archives, 
develop  and  market  new  information 
products  and  services.  Qualifications: 
Knowledge  of  on-line  databases,  proven 
computer  research  skills,  and  marketing 
experience  for  on-line  or  information 
service.  Bachelor's  degree  required 
(preferably  in  business),  with  Masters  in 
Library  Science  preferred.  Apply  to  S. 
Aizofon,  The  Palm  Beach  Post,  P.O.  Box 
24700,  West  Palm  Beach,  FL  33416- 
4700  or  Fax:  (561)837-8409. 


NEW  MEDIA 

NEW  MEDIA  DIREaOR 


We  are  looking  for  someone  to  lead 
our  online,  audiotext  and  other  new- 
media  efforts  and  help  chart  our  course 
for  the  future.  We're  the  Fayetteville 
Observer-Times  —  North  Carolina's 
oldest  newspaper  —  an  independent, 
family-owned  daily  in  the  southeastern 
part  of  the  state  (circulation  75,000). 


'  This  is  a  new  and  challenging  lead- 
;  ership  position  at  our  company.  Our 
I  Web  site,  Fayetteville  Online,  was 
,  established  in  1 995 
j  (www.fayettevillenc.com) 

Our  goal  is  to  continue  developing  it 
j  as  a  full-fledged  news  and  advertising 
site  and  “virtual  community”. 

Top  candidates  will  have  a  journalism 
I  background  and  experience  in  new 
media.  We're  seeking  someone  who 
can  manage  projects,  lead  people  and 
I  juggle  responsibilities  between  news, 

I  advertising  and  technical  areas.  Knowl¬ 
edge  of  HTML  and  other  computer 
I  skills  a  plus. 


Send  resume,  letter  and  any  pertinent 
work  samples  to: 

Charles  Broadwell,  Editor 
Fayetteville  Observer-Times 
P.O.  Box  849 
Fayetteville,  NC  28302 
E-mail:  cbwell@fayettevillenc.com 
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_ NEW  MEDIA _ 

NEW  MEDIA  COORDINATOR 
The  Sioux  City  (lA)  Journal  (50,000 
circulation)  is  looking  for  the  ideal 
individual  to  guide  the  development  of 
our  just  created  nev/  media  depart¬ 
ment.  The  primary  emphasis  of  this 
department  will  be  classified.  We  have 
purchased  the  full  compliment  of  Infinet 
classified  products  and  are  interested 
in  the  creation  of  top  flight  verticals  in 
the  areas  of  employment,  real  estate 
and  automotive.  This  position  will  have 
responsibility  for  assisting  in  the  devel¬ 
opment  of  the  verticals,  establishing 
products  for  sale  along  with  pricing 
structures,  and  making  sales  in  the 
areas  of  real  estate  and  automotive. 
The  position  will  report  to  the  Classified 
Advertising  Director. 

The  ideal  candidate  will  have  both 
newspaper  advertising  sales  and  new 
media  experience,  an  abundance  of 
initiative,  and  the  desire  to  “get  things 
done  yesterday". 

We  offer  a  highly  competitive  salary 
and  benefits  package  and  the  oppor¬ 
tunity  to  experience  a  midwestern, 
“heart  of  America”  lifestyle  in  a  city 
set  at  the  confluence  of  three  rivers 
and  the  crossroads  of  threestates. 

The  Sioux  City  Journal  is  an  Equal 
Opportunity  Employer.  We  require  a 
pre-employment,  post  job  offer  drug 
screen. 

To  apply,  please  send  or  E-mail 
resume  and  cover  letter  to: 

Sioux  City  Journal 
P.O.Box  118 
Sioux  City,  lA  51 1 02 

Attn:  Cindy  Sease 

E-mail:  csease@siouxcityjournal.com 


_ PREPRESS _ 

ELKO  DAILY  FREE  PRESS  in  Elko, 
Nevada  is  seeking  a  motivated  compos¬ 
ing  room  supervisor.  Experience  in 
electronic  composing  and  manual 
paste-up  required.  Fax  resume  to  (702) 
738-2215,  Attn:  Kim. 

Classified 

Advertising 

Deadlines 

In-Column  Advertisements 

Tuesday  noon  (EST) 
for  following  Saturday  issue 

Classified  Display 

Friday  5pm  (EST)  8  days 
prior  to  publication 


_ PRESSROOM _ 

PRESS  SUPERVISOR 

i  ! 

The  Sun  Herald  on  the  beautiful  Gulf  i 
1  Coast  in  Biloxi,  MS,  is  looking  for  a  | 
i  press  supervisor  to  run  a  Headliner 
j  Offset  press  crew.  Successful  candi-  i 
I  dates  must  have  a  commitment  to  qual-  j 
!  ity,  good  communication  skills  and  I 
must  be  able  to  work  nights.  Excellent 
I  benefits  package.  Send  salary  history  | 
and  resume  to  Pressroom  Manager,  j 
j  c/o  The  Sun  Herald,  P.O.  Box  4567,  ! 
I  Biloxi,  MS  39535. 


NIGHT  PRESSROOM  FOREMAN  ! 

! 

j  The  Scranton  Times/Tribune,  a  family  , 

!  owned  newspaper  in  scenic  North-  j 
1  eastern  Pennsylvania,  is  looking  for  an 
I  experienced  press  person  to  run  our  j 
,  night  side  operation.  We  print  both 
'  AM  and  PM  editions,  along  with  | 
weekly  commercial  printing.  The  can-  ' 

I  didate  must  have  at  least  10  years  | 
experience  in  newspaper  printing  and 
j  some  experience  in  supervision.  Must  I 
■  possess  strong  interpersonal  and  com-  j 
munications  (training)  skills  along  with  I 
I  mechanical  and  trouble  shooting 
'  aptitude.  Should  be  PC  literate  and  be  I 
I  familiar  with  working  in  a  unionized 
i  environment.  Double  width  experience  ! 

I  a  must  and  knowledge  of  Goss  | 
Headliner  offset  press  a  plus  but  not  ! 
necessary.  i 

The  position  reports  directly  to  the  i 
I  Pressroom  Supervisor.  Responsibilities  ! 
'  include  working  closely  with  press  * 
*  supervisor  on  quality  control,  planning,  ! 
I  training,  preventive  maintenance  and 
;  job  performance  evaluations. 

Interested  applicants  should  send  their 
I  resume  and  cover  letter  in  confidence 
to: 

Bill  Nish 

Human  Resources  Manager 
Scranton  Times/Tribune 
1 49  Penn  Avenue 
Scranton,  PA  1 8503 

I  or  E-mail  printing@scrantontimes.com 


j  PRODUaiON/TECH 

I  PRODUCTION  DIREaOR 

For  a  Macintosh-literate,  people- 
centered,  we-can-do-that  leader  famil¬ 
iar  with  newspaper  production,  this  is 
i  a  rare  chance  to  shape  history.  We're 
^  an  independently-owned  21,000 
I  circulation  daily  in  America's  No.  1 
i  medium-sized  city.  We  need  a  great 
j  Production  Director  who  can  help  us 
I  fulfill  a  team  vision  to  be  the  best 
I  media  company  in  northwestern  Wash¬ 
ington.  Send  cover  letter  and  resume  to 
I  Human  Resources,  Skagit  Valley 
'  Herald,  P.O.  Box  578,  Mount  Vernon, 
1  WA  98273. 


SFNDE&PBOXREPUESTO: 

Editor  &  Publisher 
Clii.s.sitied  Ad  t'lept., 

1 1  West  19th  St.  New  Yittk,  NY  1001 1 


PRODUaiON/TECH 

MECHANICAL  SUPPORT  MANAGER 

The  Seattle  Times  has  a  career 
opportunity  to  lead  the  mechanical  sup¬ 
port  functions  of  our  newspaper  pro¬ 
duction  facility  in  Bothell,  WA.  Develops 
and  sustains  predictive  and  preventive 
maintenance  plans  and  procedures; 
ensures  the  reliability  of  the  production 
equipment;  provides  technical  consulta¬ 
tion  and  advice  in  the  selection,  installa¬ 
tion  and  operation  of  highly  automated 
newspaper  production  and  distribution 
equipment;  recommends,  develops  and 
implements  ideas  and  projects  that 
improve  productivity,  efficiency,  quality 
and  operational  savings.  Requires  five 
plus  years  of  related  production  opera¬ 
tion  mechanical  engineering  support 
with  excellent  leadership,  communica¬ 
tions,  analytical  and  problem  solving 
skills;  flexibility  and  customer  service 
orientation.  Newspaper  production 
operations  and  a  related  Bachelor's 
degree  strongly  preferred.  Regular  full¬ 
time  position  with  a  salary  range  of 
$51  -68K/year.  Mail  resume  to: 

The  Seattle  Times 
attn:  HR-105/JK 
P.O.  Box  70 
Seattle,  WA  981 11 
ar  Fax  to  (206)  5 1 5-5560 
Equal  Opportunity  Employer 


PRODUCnON/TECH 

PRODUaiON  MANAGER 

1  South  Jersey  Newspapers  Company,  a 
!  division  of  MediaNews  Group,  has  an 
immediate  opening  for  a  hands-on 
!  Production  Manager. 

Responsibilities  include  pre-press,  press, 

'  and  mailroom  operations  at  two  printing 
j  facilities  for  three  dailies  and  commercial 
I  print  operation. 

I  This  is  an  exciting  and  challenging  posi¬ 
tion  where  dramatic  and  measurable 
I  results  are  waiting  for  your  direction 
[  and  leadership. 

Successful  candidate  will  have  Goss 
Urbanite  running  experience  or 
thorough  knowledge  of  offset  printing 
methods,  working  knowledge  of  Mac 
j  applications  for  ad  and  news  composi- 
I  tion  and  pagination. 

I  If  you're  a  no-nonsense,  hands-on 
j  Production  Manager  looking  for  an 
i  exciting  opportunity,  fax  me  your 
'  resume  and  salary  history  at 
!  (609)845-6814 

E-mail  to  bhopwd@aol.com 
1  or  send  to  Barry  Hopwood,  publisher, 
I  South  Jersey  Newspapers  Company, 
1  309  South  Broad  Street,  Woodbury, 
!  NJ  08096. 


NEW  MEDIA  '  NEW  MEDIA 


XT  1  THE  NATIONAL  JOURNAL  | 

J^atlOn^  GROUP  OAILY 
lOliriirTr  briefings  HAS  THE  i 

following  OPENINGS: 

MANAGER  OF  TECHNOLOGY  AND  NEW  MEDIA 

The  person  filling  this  position  will  manage  the  technical  resources  of 
National  Journal  Group's  Daily  Briefings  and  lead  the  technical 
development  of  new,  innovative  editorial  services.  Responsibilities  include; 
Managing  technical  staff  and  vendors;  deploying  new  technologies  and  ' 

!  services  on  National  Journal's  "members  only"  Web  site  Cloakroom; 
overseeing  on-going  end-user  support  for  editorial  and  business  users; 
procuring  hardware,  software  and  telecommunications  services;  and  plan¬ 
ning  and  budgeting  activities.  The  successful  candidate  will  have: 
superior  technical  skills;  experience  managing  Web  sites  and  multiple 
IT  projects  to  successful  completion,  preferably  in  a  news  media 
environment;  and  demonstrated  ability  to  communicate  clearly  with 
,  senior  management,  editorial  staff,  information  systems  team  and 
customers  abouttechnical  needs  and  solutions. 

1  1  ^ 
PUBLISHING  TECHNOLOGY  MANAGER 
The  person  filling  this  new  position  will  have  primary  responsibility  for 
^  leading  the  technical  aspects  of  the  National  Journal  Group's  Daily 
I  Briefings  growth  and  its  move  into  database-oriented  Web  publishing.  The 
successful  candidate  will  need  solid  experience  in  database  to  Web  content 
production,  preferably  in  a  news  media  environment,  database  program-  ' 
i  ming  languages,  new  product  research  and  development,  and  managing 
I  complex  IT  projects  to  successful  completion.  The  successful  candi¬ 
date  will  also  be  able  to  communicate  clearly  with  editorial  staff,  senior 
management,  vendors  and  customers  abouttechnical  opportunities. 

I  I  Interested  candidates  should  send  a  cover  letter,  resume,  and  salary 
I  i  requirements  to:  j 

I  Pat  Miller 

pmiller@njdc.com  or  Fax:  (703)  518-8714  j 
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HELP  WANTED 


CALL  CENTER  SALES  MANAGER 
Orange  County's  leading  newspaper  is 
seeking  an  individual  with  minimum  5 
years  Sales/Marketing  Business  Man¬ 
agement  experience  to  staff,  direct  and 
manage  the  business  activities  of  a 
diverse  sales  organization  to  sustain 
revenue,  volume,  market-share  and 
customer  growth  in  defined  markets 
and  customer  groups;  Consumer 
Telemarketing  Commercial  Classified 
and  Community  Newspapers.  A  self¬ 
starter  with  strong  organizational  and 
project  management  skills.  Strong 
leadership  ability,  people  skills,  motiva¬ 
tional  techniques,  initiative  and  follow 
through.  Excellent  oral  and  written 
communication  skills.  Knowledge  of 
Inbound/Outbound  Call  Centers.  Send 
resume  to  Tracy  Shannon,  The  Orange 
County  Register,  P.O.  Box  1 1 626, 
Santa  Ana,  CA  9271 1 . 

NVS  is  a  leading  technology  provider 
to  the  publishing  industry.  We  are 
known  for  our  ethical  partnership  style 
approach  to  sales,  commitment  to  our 
word,  superior  products,  marketing 
and  direction.  Our  business  focus  is 
voice  personals  with  a  product  line  that 
includes  state  of  the  art  audiotex 
sytems  including  real  estate  lines  and 
carlines.  Our  popular  personals 
Internet  site  leads  the  industry,  provi¬ 
ding  our  partnering  papers  with  high 
traffic  and  in-demand  content. 

We  are  building  a  sales  team  for  an 
exciting  new  business  opportunity  for 
the  publishing  industry.  We  want 
highly  motivated  self-starters  who  can 
advise  as  well  as  sell.  Candidates  must 
have  direct  sales  experience  and  knowl¬ 
edge  and  relationships  within  the  pub¬ 
lishing  industry.  Relocation  is  not 
required. 

If  the  opportunity  to  be  on  the  cutting 
edge  of  new  technology  interests  you, 
we  can  provide  maximum  satisfaction 
and  compensation  in  return  for  energy 
and  motivation. 

Send  inquiries  to  Lynda  Maywalt,  Vice 
President,  Newspaper  Voice  Services, 
1 150  Wehrle  Drive,  Williamsville,  NY 
14221.  Call  (71 6)  626-1 870  or 
E-mail:  mmaywall@date-maker.com 


SALESPERSON 

To  represent  software  company  in  the 
midwest.  Experienced  required  in  the 
newspaper/publishing  industry.  Knowl¬ 
edge  of  computers  required. 

Please  contact  Linda  Penrod, 

(215)  886-5662  ext.  294 

TELEPHONE  MARKETING  MANAGER 

Dow  Jones  &  Company,  publishers  of 
The  Wall  Street  Journal,  Barron's  and 
the  NBEW,  has  an  immediate  need  for 
a  Telephone  Marketing  Manager  in 
our  Silver  Spring,  MD  office. 

The  successful  candidate  will  be 
responsible  for  managing  an  estab¬ 
lished  Circulation  Telephone  Sales 
office  to  achieve  departmental  sales 
goals.  Duties  will  include  administra¬ 
tion,  evaluation,  recruiting,  training, 
verification  and  discipline;  will  also 
maintain  and  develop  office  and 
departmental  reports.  Individual  will 
work  closely  with  other  departments 
I  and  reports  to  a  regional  manager. 

I  We  require  three  to  five  years'  direct 
j  selling  experience.  Telephone  sales 
I  experience  also  a  plus.  Strong  organi¬ 
zational,  analytical  and  planning  skills 
are  required,  along  with  excellent  oral 
and  written  communications  skills.  An 
understanding  of  contact  management 
software  and  Microsoft  Office  applica¬ 
tions  is  needed.  College  degree  and/ 
or  equivalent  experience  preferred. 

We  offer  a  competitive  salary,  an 
excellent  benefits  package  and 
opportunities  for  growth.  Qualified 
applicants  should  forward  a  resume 
with  salary  requirements  in  confidence 
to: 

Dow  Jones  &  Company 
Staffing  Department  -  CA/GN/WO 
P.O.  Box  300,  Building  3 
Princeton,  NJ  08543 
FAX:  (609)  520-7401 
www.dowjones.com/ careers 

1  Equal  Opportunity  Employer 


DVERTISERS 

For  quicker  placement,  you  can  Fax  or 
e-mail  your  Positions  Wanted  ad  along 
with  your  Visa/MasterCard/American 
Express  card  number  and  expiration  date. 

(212)  929-1259 
or 

E-mail:  mattw@mediainfo.com 


Job  Hunting? 

Buying? 

Selling? 

Hiring? 

OR  JUST  LOOKING'^ 


Use  the  best  read 
Classified  Ad  Pages 
in  the  industry 

E&P's  Classified  Section  is  where  you'll 
find  the  used  equipment  you  need,  discover 
new  employment  opportunities,  get  a  feel  for 
who’s  hiring  where,  find  the  key  profession¬ 
als  to  make  your  newspaper  run,  sell  your 
used  equipment,  locate  industry  service 
providers,  even  buy  or  sell  your  newspaper 
business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX;  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail;  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  1 1  West  19th  Street,  New  York,  NY  1001 1 


THEPOLRTH  RST.XTI- 


:or^B 

USHER 


76 


EDITOR  &  PUBLISHER  /  SEPTEMBER  12.  1998 


www.mecliainfo.com 


CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 

HELP  WANTED  POSITIONS  WANTED 

(includes  online  posting)  (includes  online  posting) 

1  week  . $11.15  1  week . $5.20 

2  weeks  . $9.85  2  weeks  . $4.35 

3  weeks  . $8.60  3  weeks  . $3.60 

4  weeks  . $7.45  4  weeks  . $3.35 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 


1  week . 

. $9.50 

2  weeks . 

. $8.40 

3  weeks . 

. $7.35 

4  weeks . 

. $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 2.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply  -  $27.50 

DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 


1  week  . 
2-5  weeks 
6-13  weeks 
14-26  weeks 
27-52  weeks 


$110  pci 
$105  pci 
$100  pci 
$  95  pci 
$  90  pci 


PAYMENT 


Make  check  payable  to  Edltor&  Publisher 
or  charge  to  your  American  Express, 
MasterCard  or  Visa.  Please  supply  name 
on  card,  account  number,  expiration  date 
and  card  holder’s  signature. 


Please  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 


TD  PLACE  AN  AD 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 


Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
mattw@mediainfo.com 
eileenl@mediainfo.com 


QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Matt  Wilcox  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


CLASSIFIED 


POSITIONS 

WANTED 


_ ADMINISTRATIVE _ 1 

36  YEAR  OLD  publisher  currently  ! 
employed  in  Zone  5  seeks  better 
market  to  settle.  Heavy  circulation/  i 
marketing  background.  If  you're  [ 
searching  for  community  involvement,  ' 
common  sense  management,  and  prof-  j 
its,  I  can  help.  I'm  searching  for  good 
schools,  health  care,  recreational 
opportunities,  and  an  overall  better 
quality  of  life.  Positioned  for  quick  | 
relocation.  Reply  to  Box  08628,  Editor  ' 
&  Publisher.  ; 

EXPERIENCED  daily,  weekly,  business  I 
journal  publisher.  Versatile,  profitable,  I 
revenue  getter.  Community  minded.  | 
Reply  Box  08620,  Editor  &  Publisher. 

EDITORIAL  j 

AFRICAN  reporter/columnist/author  I 
with  UK  experience  seeks  US  | 
newsroom  experience,  speaking 
engagement.  Brings  zeal  and  calor,  ; 
ideas.  NO  SALARY  EXPEaED.  Reply  ' 
to;  ndaeyo@wam.umd.edu  j 


AWARD  WINNING  journalist/ 
Washington  Correspondent  for  major 
;  regional  daily  seeks  freelance  assign- 
:  ments  in  Southeast  Asia  region.  Reply 
!  by  E-mail:  aap15@aol.com  or  call 
(202)667-9139. 

ENTHUSIASTIC  journalist  seeks  report- 
i  ing/editing  position  with  daily  news¬ 
paper  or  magazine.  Was  a  city  editor 
j  for  close  to  two  years  with  Illinois  pub- 
I  lishing  group  which  published  34 
I  newspapers.  I  am  diligent,  detail 
oriented,  a  great  interviewer  and 
j  reporter  and  do  not  shy  from  any 
story.  $35-$40K  to  start.  Prefer  Chi- 
!  cago  area.  Cover  features,  human 
\  interest  topics,  as  well  as  politics,  edu- 
i  cation  and  police.  I  am  currently  a 
police  reporter  for  a  Connecticut 
weekly.  Moving  to  Chicago  very  soon. 
_ Monzimo@oof.com _ 

EXECUTIVE  EDITOR 

'  Aggressive,  award-winning  editor 
seeks  top  spot  or  senior-level  post  on 
quality  Zone  2  daily.  Packaging,  staff 
motivation  and  local  news  are  my 
j  specialties.  Write  in  confidence  to  Box 
0861 6,  Editor  &  Publisher. 


_ EDITORIAL _ 

EXPERIENCED  award-winning  editor/ 
writer  seeks  new  career  chollenge  with 
specialty  publication.  Willing  to 
relocate  (305)  891-2595 


NEED  LOCAL  EDITORIALS?  Retired 
editorialist  will  write  them  for  your 
small  daily  or  weekly.  Reosonable 
rates.  Reply  to  Box  08617,  Editor  & 
Publisher. 


SEEKING  CHANGE  OF  scenery.  Expe¬ 
rienced  editor/ reporter  seeks  editorial 
position  with  top-quality  community 
paper.  Zone  5.  Dave  (319)  653-7482. 

SEMINARY  GRADUATE  seeks  to  com¬ 
bine  22  years  in  daily  journalism 
(reporting  to  editorships)  with  people's 
growing  interest  in  spirituality,  religion. 
Embracing  arientation;  multifaith  aware; 
flexible  in  media;  Reply  to  Box  08608, 
Editor  &  Publisher. 


SPORTS  WRITER.  Five  years  experi¬ 
ence.  QuarkXPress  knowledge.  Focus 
of  preps.  Will  relocate.  Prefer  Zone  5. 
Call  Keith  (810)  395-7215. 


TALENTED,  versatile  journalist  seeking 
1 )  Relocation  to  New  York  City  and 
1  2)  Freelance  work  In  the  interim. 

Have  2  years  experience  in  newspapers 
and  versed  in  education,  government  and 
criminal  justice.  Have  prodigiaus  love 
for  rock  'n'  roll  as  well.  Call  Chris  at 
(413)796-7860. 

PHOTOGRAPHY 

'  PHOTOJOURNALIST  for  over  25  years 
!  is  relocating  to  Annapolis,  MD  area. 
Seeks  full-time  or  freelance  work. 
Good  shooting,  editing  and  manage- 
;  ment  skills.  Proficient  on  Mac  and 
.  Adobe  Photoshop.  Contact  B.  Vartan 
Boyajian  (609)  822-7300  or 
BVartan@aol.com 


PHOTOGRAPHY,  COPY  EDITOR,  web 
site  consultant,  page  layout.  10-f  years. 
Looking  for  new  challenge.  Relocate? 
Contact:  sapio@claritycannect.com 

TRAVEL  WRfTCRS  WANTED 

TRAVEL  photographer  seeks  writers. 
For  Newspapers,  magazines,  books. 
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GET  BOTH  BOOKS  FOB  ONLY  $179 


Save  $45  off  the  single-edition  price!  And  receive  an  additional 
5%  off  your  current  order  and  all  future  orders  if  you  place  a 
standing  order  for  the  combined  set!! 

These  two  references  supply  you  with  all  the  data  you  need  for 
dailies  worldwide  and  weeklies  and  speciality  newspapers  in  the 
US  and  Canada,  including:  shoppers,  alternative,  ethnic,  military, 
religious,  parenting,  real  estate,  and  senior  publications. 

You  get  all  the  contacts,  circulation  data,  ad  rates,  special  edi¬ 
tions  PLUS  mechanical  specs,  commodity  consumption,  installed 


equipment,  Web  site/e-mail  addresses,  all  syndicates,  associa¬ 
tion  addresses  and  phone  numbers,  Canadian  publications,  AND 
in  the  E&P  INTERNATIONAL  YEAR  BOOK  a  unique  industry 
buyer's  section. 

If  you  are  a  publisher,  you  HAVE  to  know  the  competition,  no  mat¬ 
ter  what  their  stripe.  That's  why  we've  bundled  both  books 
together  at  a  special  rate. 

Save  $45  by  ordering  your  Year  Books  in  this  combination  offer. 
ORDER  TODAY! 


_l  YES!  P!ease  rush  me  the  1998  E&P  Year  Book  set.  I'll  receive  the  1998  editions  of  the  E&P  International  Year  Book 

(Including  the  current  Who's  Where  directory  of  listed  professionals  in  the  Year  Book)  AND  the  E&P/Free  Paper  Publisher 
Community,  Specialty  &  Free  Publications  Year  Book.  I  enclose  my  payment  for  $179-1  save  $45! 

J  Enter  my  Standing  Order.  My  payment  for  $169  is  enclosed.  I  will  receive  my  Year  BOOK  set  each  year  automatically 
along  with  your  bill  in  May.  I  save  5% 


Name 


Company 


Address 

City 

State 

Zip 

Phone 

Fax 

E-mail 

_I  Check  enclosed  (payable  to;  Editor  &  Publisher)  $US  drawn  on  U.S.  banks  only. 
J  Charge  my  J  Visa  □  MC  □  AMEX# _ 


-Exp_ 


Signature_ 


Jail  credit  card  orders! 


Payment  must  accompany  all  orders.  NY,CA,DC,OH,and  Canada  residents,  please  add  appropriate  sales  tax. 
Mail  your  order  to  Editor  &  Publisher,  11  West  19th  Street,  New  York,  NY  10011-4234. 


ONTiNUED 


Bridging  three  generations:  (left  to  right)  Editor  &  Publisher  publishers  Colin  Phillips 
and  Christopher  Phillips  and  president  and  editor  emeritus  Robert  U.  Brown 


Threats 

Continued  from  page  7 
the  best.” 

Clustering  works  because  newspapers' 
retail  advertisers  are  clustering  as  well, 
said  Thomson  Newspapers’  Garner. 
“We’ve  got  to  acknowledge  the  fact  that 
retail,  which  is  a  very  large  part  of  my 
business,  has  gone  regional.  The  stores 
have  all  moved  out  (of  downtown).  Retail 
is  in  the  big  regional  malls.  It’s  in  the  big 
discounters  out  on  the  edge  of  town  by 
the  interstate,”  Gamer  said. 

E.W.  Scripps’  Burleigh  and  Hearst’s 
Bennack  said  they  weren’t  convinced  that 
clustering  would  be  the  wave  of  the  future. 

“The  beauty  of  the  newspaper  business 


is  that  each  newspaper  is  local,  with  all  the 
wonderful  idiosyncrasies  and  individuali¬ 
ty.  I  prefer  to  look  at  our  newspapers  as 
unique  entities  unto  themselves,”  Burleigh 
said. 

However,  scale  does  matter  when  it 
comes  to  the  Internet,  says  the  Miami 
Herald'?,  Ibarguen,  who  says  newspapers 
must  figure  out  how  to  get  their  Web  site 
numbers  on  a  par  with  the  Yahoos  and 
Excites  of  cyberspace. 

Newspapters  certainly  have  been  large- 
scale  spenders  on  Web  sites. 

“We’re  spending  more  money  —  call 
that  losses  —  on  our  Web  activities  than 
we  did  in  our  highest  year  of  losses  on 
Lifetime  or  Arts  &  Entertainment  (cable 


television  network  startups)  —  and  those 
became  multibillion-dollar  businesses,” 
Bennack  said.  “We  need  to  capture  that 
turf  for  the  future.”  Indeed,  the  industry 
leaders  agreed  that  the  Web  —  and  more 
traditional  spin-off  products  such  as  niche 
publications  —  are  changing  the  very 
definition  of  newspapers. 

“I  think  the  newspaper  is  going  to  be 
more  than  what  is  on  print.  .  .  .  But  that 
(printed  product)  is  going  to  be  the  core 
of  an  increasing  number  of  spin-off  prod¬ 
ucts,”  the  Press-Enterprise'^  McQuem 
said. 

E&P  is  changing  to  accommodate  the 
future  as  well,  said  D.  Colin  Phillips,  co¬ 
publisher  of  E&P  with  his  brother 
Christopher. 

“Just  as  our  product  is  not  the  product 
of  our  great-grandfather  (James  Wright 
Brown),  nor  is  the  newspapier  industry 
what  it  was  100  years  ago.  Just  to  utter 
those  words,  ‘newspaper  industry,’  almost 
sounds  archaic,”  Colin  Phillips  told  the 
symposium.  “While  we  in  Editor  & 
Publisher  remain  committed  to  reporting 
primarily  on  newspaper  publishing,  like 
everyone  gathered  in  this  room  we  too 
must  expand  our  editorial  focus  in  order 
to  thrive  in  the  news  millennium.  This 
includes  covering  all  aspects  of  our  news 
business,  and  in  particular  what  this 
means  to  the  news  industry.” 

Tragedy 

Continued  from  page  10 
girl  for  the  now-defunct  Phoenix  Gazette. 
Trinidad  was  beaten  to  death  as  he  col¬ 
lected  his  route  in  September  1995. 
Fomoff  was  raped  and  murdered  in  May 
1984  as  her  mother  waited  for  her  to  com¬ 
plete  her  route. 

Carol  Freeman,  circulation  manager/ 
sales  for  the  Arizona  Republic,  said  the 
tragedy  helped  convince  Phoenix 
Newspapers  Inc.  to  convert  to  adult  carri¬ 
ers. 

“There  were  other  kids  who  had  prob¬ 
lems  and  had  been  hassled,  but  Christy 
became  a  symbol.”  Freeman  said.  “That 
case  led  us  and  the  public  to  become  more 
aware  of  the  risks,  particularly  when  they 
were  collecting  money.” 

But  child  advocates  insist  newspapers 
know  the  dangers  quite  well. 

“It’s  a  very  high-risk  job,”  said  Beyer, 
the  advocacy  attorney.  “Everyone  in  the 
child-labor  community  knows  it.  But  they 
also  know  there  isn’t  a  state  in  the  union 
that  will  not  give  newspapers  this  right.  I 
think  it  comes  under  the  heading,  sacred 
cow.”  Hi 


IV 


At  the  symposium:  (clock¬ 
wise  from  above)  Hearst 
Corp.  CEO  Frank  Bennack 
Jr.,  Press-Enterprise  CEO 
Marcia  McQuern  and 
Journal  Register  Co.  CEO 
Robert  Jelenic 
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BSP  SHOP  TALK  AT  THIRTY 


by  Tom  Mangan 

Have  we  gone  overboard 
with  newspaper  redesign? 

Are  we  too  fixated  on  graphic  gimmickry  at  the  expense  of  literary  quality? 
Is  cleverly  placed  color  more  important  than  good  writing? 


Sometimes  I  wonder  where  we  got  it 
into  our  heads  that  design  is  such  a 
critical  component  of  our  pages. 
After  all,  people  pick  up  the  paper  with 
the  idea  of  reading  it.  As  long  as  the  words 
and  pictures  are  legible,  how  much  more 
design  do  they  really  need? 

Well,  some,  of  course,  but  not  nearly  as 
much  as  they've  gotten. 

Newspaper  design  has  been  elevated  to 
a  science  in  the  past  20  years.  The  Society 
for  News  Design  and  the  Poynter  Institute 
for  Media  Studies  have  contrived  a  thriv¬ 
ing  cottage  industry  out  of  page  design, 
studying  how  the  eye  peruses  a  page  and 
pondering  the  great  mysteries  of  kerning 
and  ligatures. 

It’s  been  a  bold,  well-intentioned  effort, 
even  if  the  prospects  for  our  industry 
haven't  improved  much  since  they 
brought  us  their  design  for  better  living 
through  typography. 

I’ve  seen  the  troubled  looks  on  their 
faces  at  the  design  conferences.  They 
instinctively  seem  to  know  that  design 
alone  will  not  save  us,  but  they  really 
don't  want  to  believe  it. 

I  understand  how  they  feel  because  I’ve 
had  a  foot  in  two  camps  for  10  years.  On 
one  side  I’ve  been  a  copy  editor  who  cares 
primarily  about  words;  on  the  other  I’ve 
been  a  page  designer  wishing  I  had  half 
the  talent  of  those  SND  hotshots. 

I’ve  been  happy  to  see  a  revolution  in 
packaging,  typography,  color  usage  and 
photo  play  at  newspapers  large  and  small 
across  the  country. 

What  I  haven’t  seen  is  a  revolution  in 
how  we  report  stories,  price  our  products 
and  encourage  people  to  buy  them. 

Take  a  look  at  everything  unrelated  to 
design  and  you  see  an  industry  trapped  in 
a  time  warp: 

•  Reporters  and  editors  spend  most  of 
their  time  slopping  at  the  trough  of  crime, 
government  and  politics.  These  stories 
made  a  lot  more  sense  when  newspaper 
readers  lived  in  cities  run  by  corrupt  polit¬ 
ical  machines.  Today  large  numbers  of  our 


readers  live  in  suburbs  far  removed  from 
urban  crime,  politics  or  government,  yet 
the  bulk  of  our  coverage  hasn’t  changed. 

•  We’re  charging  ever-increasing  sub¬ 
scription  rates  in  a  time  when  people  are 
accustomed  to  getting  their  news  for  free 
via  television  and  the  Internet. 

•  We  staff  our  newsrooms  with  about  1 0 
times  more  news  reporters  than  features 
reporters,  though  readers  keep  telling  us 
they  want  more  of  the 
lifestyle-related  stories 
feature  writers  are  most 
apt  to  write. 

The  usual  explana¬ 
tion  for  sinking  newspa¬ 
per  popularity  is  that 
people  just  don’t  read 
like  they  used  to.  But 
I’ve  seen  enough  people 
at  Borders  and  Barnes 
&  Noble  to  know  folks 
haven’t  given  up  read¬ 
ing  altogether. 

People  do  read,  and 
will  pay  a  significant 
chunk  of  cash  for  infor¬ 
mation  they  feel  motivated  to  buy.  The  big 
bookstore  chains  don’t  waste  much  effort 
appealing  to  people  who  don’t  want  to 
read  —  they  focus  on  people  who  do. 

I  think  we  need  to  go  after  motivated 
readers  and  give  them  a  newspaper  they’d 
gladly  pay  for.  That  means  reinventing  it 
top  to  bottom  and  zeroing  in  on  content 
that  has  tangible  value  in  their  daily  lives. 
Here’s  how  I’d  do  that: 

•  Offer  much  more  in-depth  coverage 
of  local  news.  Don’t  give  them  droning 
bureaucrats;  give  them  critical  informa¬ 
tion  they  need  to  know  about  schools, 
taxes,  the  workplace.  Emphasize  helping 
readers  with  useful  information  rather 
than  numbing  them  with  sensationalism. 

•  Be  smart  about  crime  and  violence. 
Cover  it  with  insight  and  understanding, 
but  keep  a  sense  of  scale.  Most  violent 
crimes  in  our  own  communities  have  no 
impact  on  anyone  beyond  the  victims,  the 


The  most  creative 
graphic  packaging 
isn’t  going  to  change 
the  cumulative  effect 
of  off-the-mark 
reporting  or 
mediocre  writing. 


perpetrators,  their  families  and  the  Justice 
system,  yet  we  trump  up  these  stories  as  if 
they  were  the  Second  Coming. 

•  Be  muckrakers  again.  There’s  a  huge 
market  for  the  kind  of  throw-the-rascals- 
out  Journalism  that  has  kept  60  Minutes  on 
the  air  for  so  long.  Newspapers  should 
reshape  their  .staffs  to  make  room  for  seri¬ 
ous  Journalism  that  rights  wrongs  and  gets 
crooks  tossed  in  the  clink. 

•  Be  consumer  advo¬ 
cates.  More  than  ever 
people  define  them¬ 
selves  by  what  they 
own,  and  they’ll  be 
more  apt  to  buy  the 
paper  if  it  gives  them 
guidance  on  what  to 
buy  and  what  to  avoid. 

•  Leave  “if  it  bleeds 
it  leads”  to  TV  news. 
It’s  one  thing  to  have  a 
constant  tide  of  carnage 
pumped  into  your  home 
at  no  charge,  but  who 
wants  to  pay  for  it?  We 
all  find  guts  and  gore 

entertaining,  but  after  a  while  it’s  like  a 
diet  of  potato  chips;  pleasing  and  tasty,  but 
leaving  us  hungry  for  the  main  course. 

And  this  issue  of  content  quality  isn’t  a 
minor  one  but  a  matter  of  survival.  In  the 
old  days  a  kid  picked  up  a  newspaper 
habit  from  his  parents;  these  days  most 
young  parents  aren’t  reading  newspapers. 

Look  at  the  ages  of  our  most  loyal  sub¬ 
scribers:  We’re  toast  by  2020  if  we  don’t 
find  new  ways  to  get  people’s  attention, 
sell  them  information  they  want  and  keep 
them  coming  back  for  more. 

And  the  most  creative  and  colorful 
graphic  packaging  imaginable  isn’t  going 
to  change  the  disa.strous  cumulative  effect 
of  off-the-mark  reporting  or  mediocre 
writing  in  our  newspapers. 


Mangan  is  a  copy  editor  and 
features  page  designer  at  the  Journal 
Star  in  Peoria,  III. 
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You  don't  need  APME  to  tell  you  that  the 
combination  of  changing  markets  and  changing 
technology  is  creating  challenges  faster  than  many  editors 
can  react  to  them.  Or  that  the  Same'Old^Same'Old 
doesn't  cut  it  anymore. 

Let  APME  help  you  break  out  of  your  rut  without 
careening  right  off  the  edge  of  the  information  super 
highway.  This  is  one  conference  where  we  don't 
just  talk  about  creativity.  We'll  live  it. 

APME 

Outside 

OkBih 


Innovation  in  Action  ■  1998  APME  Conference 
Oct.  14' 17  ■  Anaheim,  California 


Speakers  who  deliver 

Anna  Deavere  Smith,  Sam  Donaldson,  Bill  Maher 

Workshops  that  work 

Sports  for  Dummies,  Taming  the  TV  Grid, 

Polling  on  a  Shoestring  and  much  more 

Programs  that  provoke 

The  Year  of  the  Apology,  The  Presidency  and  the  Press, 
Hollywood  Meets  the  Press,  Good  Ideas  for  Small  Papers 


Innovation  in  Action 

Prepare  for  a  high-energy,  interactive  seminar  that 
will  help  you  unleash  the  creativity  in  your  newsroom. 

On  Saturday,  October  17,  we’ll  hear  from  Disney,  Cirque 
de  Soleil,  Yamaha,  MTV  and  other  cutting-edge 
innovators.  Seminar  guru  Ed  Baron  will  be  a  combination 
emcee  and  play-by-play  commentator.  This  will  be  an 
APME  session  unlike  any  you’ve  ever  experienced,  just 
bring  your  imagination;  we’ll  provide  the  rest. 


Register  now!  For  more  information,  call  Bruce  Nathan,  212-621-1 552, 
or  visit  our  web  site  at  www.apme.com. 

The  Associated  Press  Managing  Editors  association 


Monthly  Sections. 


In  Star  Watch  and  K|i 

Spotlight  markets 

around  the  country,  \ 

75%  of  the  households 

that  receive  Star  Watch  or 

SpotU^t  read  it*  That 

kbid  of  powerful  readership  | 

can  make  our  TMCs  successful 

in  any  market,  including  yours. 

Star  Watch  is  designed  for  both  large  ^ 
and  small  papers,  with  75  broadsheet 
columns  of  material  each  week.  Prices  start 
at  $199  a  week. 


SpotLight  is  designed  for  daily  and  weekly  newspapers  cv  ^ 

with  less  than  50,000  circulation.  Each  week,  SpotLight  contains  42 

columns  of  interesting  stories,  columns  and  photos.  Prices  start  cit  $  129  a  week. 

Our  weekly  package  is  easy  to  use  and  exciting  to  read.  To  take  advantage  of  our  flexible  sections  and  our 
unmatched  marketing  and  sales  expertise,  caU  Jim  Hollis  at  1-800-457-1156  (FAX:  1-800-430-0532) 
wwwjtarwatdLpiedmontpublishing.coTn. 

While  you’re  talking  to  Jim,  ask  about  our  weekly  Captain  Kangaroo  page. 


A  monthly  tabknd  aimed  at 
adults  over  50,  Prmu  Tmesis 
packed  with  information. 
Suitable  as  a  section  within 
your  newspaper  or  as  a  rack 
fHxxhict  Prices  start  at  $149 
a  mondt,  with  60  columns  of 
editorial  material. 


A  monthly  taldoki  Parent's 
ihs/ includes  artides  on  dbikl 
rearing,  children’s  foshion, 
health,  education,  games  and 
more,  ^talde  as  a  section 
within  your  new^>aper  OT  as 
arack  product  Rices  start  at 
$129  a  mondi,  with  50 
columns  of  editorial  material 


*Saeani  eoaibuUd  by  Pr^iU  Marketing  he.,  1997. 
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